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NATIONAL VOICE TRAUDE 


DF riers 


NOW BACKED BY— 


MEN'S AND CHILDREN'S SUMMER STYLES 





NOT 1— BUT 


2 WALT DISNEY SHOWS! 


1. MICKEY MOUSE CLUB! 2. ADVENTURE TIME! 


‘DF’ made only in BEGoodrich and Hood branas 





presents “Her Majesty” 
a pump of regal elegance, 
a best-seller for fall 
Beautifully done in the 


soft and supple boauty of 


#518 Cherry Red: also in #522 Molasses, +3325 Bittersweet, #507 Flisht Blue, #3344 Tartan Green 
‘ by Jouce, Cincmnati 7 Ohio 


EE. HUBSCHMAN @& SONS, INC, Philadelphia 23 ¢ Fashion Office: Empire State Building, New York | 





FOR 
SPRING 


NEW! WONDERFUL! PIGMILLION PIGSKIN... 


Nineteen luxurious colors. Plush texture. Soft, supple. Breathes 
naturally. Easy to care for. Makes all styles .. . leather perfect! 


DEVELOPED AND TANNED BY 
THE HAUS OF KRAUSE 





HAUS o Ff KRAUS E Ro CK F O R D MICHIGAN 
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SALEABILITY 


The finest designs, materials, and workmanship 
insure Dickerson’s saleability to women looking for 
smart, comfortable footwear. 


COMFORT SHOES 


cru “the smart shoe that’s really comfortable” 
rt Me 
* Guaranteed by % 


Good Housekeeping 


\ 


THE WALKER T. DICKERSON COMPANY 


’ » 
NOr > 

4S apycaristo Wt d ; 
eto 15, Ohio @ 417 Marbridge Building, New York. NY 


3268 Front St, Columbu 














LEVOR WHITES --- 
everywhere in Palm Lands 


EO 

WEI Bsr White shoes are on the shopping lists of women bound 

WHI RS” for Southern resorts and cruises. LEVOR Whites—The 

” Whitest Whites—have been foremost in contributing 

lhl VD to seasonal retail pairage and profits. 

W ad Alert merchandisers use all the plus values they can 

KID caiman get. A strong one ts the leather known for satisfaction. 
. ’ 
CALF & KIP 
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Winthrop’s new “Voyager” sparks quick sales right 


from its vamp. Customer appeal is built in with a 


high-style. It combines cool, lightweight comfort 
with smart looks. One easy try-on is all it takes to IN | H LQ) 2 
clinch the sale. 


See the fast-selling “Voyager” in May ESQUIRE. 


Winthrop’s Woven Voyager is priced to retail profitably at $15.95 


Get in the Winthrop 9a chop) mubfsyet 


WINTHROP SHOE CO. ¢ DIVISION OF INTERNATIONAL SHOE CO. OF ST. LOUIS, MO. « NEW YORK SALES OFFICE, ROOM 914 MARBRIDGE BLDG 
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Appealing Design and Styling... Finest Materials and Workmanship 


TWO WONDERFUL REASONS WHY... 











FLEET=AI/R 


SHOES FOR CHILDREN 
DEALERS 
enjoy ever-increasing initial 
and repeat sales. 


EBY SHOE CORPORATION e EPHRATA, PA. 


New York City Sales Office: 463 Marbridge Building 





Another good name now has 
that Airfoot feeling! 


These high-fashion, high-scorers are by WAMESET SALES CO., 
INC., Lowell, Mass. 

Sun’n Sand Sheree presents the new pointed toe and squared 
heel. Sun’n Sand Viva delights with clear Vinyl vamp thong and 
stiictto heel. 

Both are cushioned, heel to toe, with Arrroor—the foam rub- 
ber cushioning made specifically for footwear—the foam rubber 
cushioning that has never let anyone down! 

OTHER IMPORTANT AIRFOOT ADVANTAGES: 
LIGHTER-FOR-DENSITY—yet thinnest layer stands up! 
CONTROLLED AERATION—“breathes” without forming weak spots. 
UNVARYING SUPPORT~—instant comeback for life of shoe! 
PROVED QUALITY~—years in development, years in use. 

NOTE TO SHOE MANUFACTURERS: For samples and applica 
tion information, contact: Goodyear, Foam Products Division, Akron 


16, Ohio. 
& poe 


. MADE ONLY BY 
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WORLD'S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSHIONING DESIGNED SPECIFICALLY FOR FOO 
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HOW WAMESET 
CUSHIONS BETTER 
wiTHouT 
UNSIGHTLY BULK: 
The superior compress 
and “comeback” rat 
AIRFOOT 


comfort in less space Thu 


achieve 


nsole applications 


Goodyear Tire & Rubber ¢ 


TWEAR 





Stanley N. Arnold, marketing and sales management consultant. 


The time to get big ideas is PPSSA breakfast time! 


Aiming at the shoe industry’s No. 1 target 


the promotion 
of sales 


PPSSA is proud to announce that one of the 
nation’s top talents in sales promotion, Stanley N. Arnold, 
will deliver the feature address at its industry breakfast. 

President of Stanley Arnold & Associates, marketing 
and sales management consultants, formerly head of sales 
promotion of Young & Rubicam, and before that operator 
of an important supermarket chain, Mr. Arnold has devel- 
oped some of America’s most successful sales campaigns. 


Note the date, the time, the place. Make your reservations now. . 
PPSSA, 210 Lincoln St., Boston 11, Mass. 
MONDAY, DECEMBER 1, 8 A.M., 


Sponsored and operated by 


Plus the last word on Fashions for Spring 
from PPSSA’s Fashion Forum: 


Women’s Dress Shoes: Joseph J. Cramer, Wohl Shoe Co. 
Women’s Casuals and Dress Flats: Thomas Burns, Sears, Roebuck and Co. 
Women’s Sports and Welts: Barney Lebowitz, Edison Bros. Stores, Inc. 
Children’s Shoes: Timothy Welch, G. R. Kinney Corp. 

Men’s Shoes: Owen Howell, General Retail Corp. 

Plus Doris Weston and Helen Joseph, PPSSA fashion staff. 


. $3.00 each .. . enclose check and mail to 


GRAND BALLROOM, HOTEL NEW YORKER 


The National Association of Shoe Chain Stores and the New England Shoe and Leather Association 
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**Merchandising”™ 


—There is such a wealth of sound, helpful 
reasoning packed into The Advertising Coun- 
ci’s “RETAILER’S GUIDE TO BETTER 
BUSINESS”—that we thought we would 
pass it along to our readers in this and sub- 
sequent issues. 

-Kach of the four principal techniques of re- 
tailing have been studied and as we quote 
the points they make about: Merchandising, 
Display, Advertising, Selling—perhaps our 
readers will glean some highlights that they 
can apply in their own business. 

“Starved Stocks Strangle Sales!”’—is the 
catch line on the MERCHANDISING theme. 
“A brake on buying usually causes a skid in 
selling. Chances are your stock is fat in the 
slowest selling items and lean in the most 
wanted colors ... sizes... prices . . . articles. 
“Why not go through your stock now .. . 
bring it up to peak selling efficiency by mea- 
suring it not in dollars but in salability. Get 
rid of your laggards at any price. And use 
the money to bring in fresh new merchandise 
that will whet customers’ appetites, stimulate 
desire, draw customers into your store while 
it moves out of your store. Manufacturers, 
too. are working diligently to provide you 
with better values. 

“Bad business was never made better by not 
having what your customers want when they 
want it. 

“The customer forms habits fast. Send a 
shopper to another store for something she 
wants and she'll end up by buying every- 
thing she needs there. 

“In every period of backward business some 
stores have forged ahead of the pack by 
buying with confidence and promoting with 


courage. 
( ed 


2... bee. 


Publisher 
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JUMPING“ JACKS” 


and 14 years ago... 


Jumping Jacks were born 
... The famous Patented 
Jacks ‘“Sole-Up-the-Back”’ 
first walker... now sold 
in 42 countries all over the 
world! Since 1944 we’ve 
added Jumping Jacks 
JUNIORS with conven- 
tional heel « Jumping Jacks 
SENIORS for boys and 
girlse Jumping Jacks 
PARTIES for style- 
minded little misses. . 
and, coming up for ’59 
New PRE-TEEN sizes. 
Our new expanding line is 


making — 


JUMP/NG "JACKS 


the fastest growing line 
in America 
for Boys and Girls. 


VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 





Long before a girl 
takes her place as a woman, 


she surprises the world 
with a sense of fashion 
that demands to be satisfied. 


That’s why there are 


: ski 
+ S on lasts to put fit first) 
, ; ; 
s 
« seven <—Fe 


0 America’s most walked-about, talked-abo iggy algo 
shoe fashions. Order fr your local distributor or rite to 


a ‘ 
, Perf | a" 
. 
r . ‘ Ls * 
a t4h&kio 
-F . HUSSCO SHOE CO., 47 WEST 34 STREET, NEW YORK 1, N. Y. 
avs @ « 





You can sell QUALITY RUBBER FOOTWEAR 
at Popular Prices 


If you think that top quality in rubber foot- 
wear comes only with high prices, you’re in 
for a pleasant surprise ...Tyer’s current line 


of boots, gaiters and rubbers offers real 


s, g 
quality at popular prices. And there’s room 
for attractive mark-ups on every style. For 
complete details send coupon below. 


WATERTITE STARLET 


oe 


SIMPLEX 


Room 343, New York Trade Show Bldg. 
AN DOV ER. MASS AC 


TYER RUBBER COMPANY, Footwear Division, Andover, Massachusetts 


Gentlemen: Please send me the latest Tyer Price Lists on Rubber, Canvas and Plastic Footwear 


NAME STREET 


FIRM____ 
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Style No. 9110 


Style No. 8601 


OMFORT 


This season the accent is on style in 
Johnsonian Guide-Steps. 


Not that one bit of their wonderful comfort 

has been sacrificed... Johnsonian Guide-Steps 
will always be designed to fit the feet in action, 
thanks to the famous Guide-Step principle of 
shoe design based on hundreds of thousands 
of foot measurements. But now extra emphasis 
on up-to-the-minute styling makes them a 
selling combination that’s hard to beat. 


You can see this fast-moving line by calling 

or writing Endicott Johnson Corporation in 
Endicott, N.Y. Johnsonian Guide-Steps are 
priced to retail profitably at $9.95 to $13.95 


2 Johmgonian 


GUIDE-STEPS 


ENDICOTT [PB] -onnsoe 


-..A Famous Family 
Name in Shoes 
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Editorial 





The American Influence 


UST BEFORE the opening of the Chicago Fair, the 
National Shoe Fair Committee issued a bulletin to 
its exhibitors suggesting a promotional theme for 
1959, 
undertake promotion of “The American Influence” in 


The committee recommended that manufacturers 


shoes at the Fair and suggested that several variations 
of it be developed for use next spring and summer by 
retailers. Industry reaction to the plan will undoubtedly 
be mixed but nevertheless interesting to watch. 

The purpose behind the committee’s suggestion was 
not stated. It may have been dictated by concern over 
the rapidly increasing rate at which footwear has been 
imported during the past several years. Or perhaps its 
sponsors may have felt that the time has come for a 
fresh, new industry promotional theme. 


Shortsighted 


We have felt, for some time, that so prolonged and 
intensive a promotion of the “foreign looks” has been 
in the industry has 


the several foreign 


shortsighted. Until recently, thinking 
been that the great stimulus which 
influences have given to our styling and the inspiration 
they have provided American designers, have compen- 
sated for any damage which may have been done to 
American producers by the growing import of foreign 
shoes. 

On the factual and statistical side it must be recog- 
nized that the import of foreign shoes has snowballed 
in the past three years. As pointed out in the October Ist 
issue of Boor AND SHOE RECORDER, imports of women’s 
shoes have increased rapidly since 1951. For the first 
six months of 1958 some 4.79 million pairs were im- 
ported. This represented 314 per cent of the domestic 
production and more pairs than had been imported dur- 
ing the previous three-year period. 

The October Ist 


pointed out that the rapidly accelerated rate at which 


article on women’s shoe imports 
imports were moving for the first six months of 1958 
was accounted for by inventory buildups by importers 
in anticipation in an impending change of the tariff law. 
This effective 


plugged a loophole by which certain canvas and rubber 


change, which became September 1. 
footwear had been slipping through as leather shoes. 
These imports enjoyed a lower duty by virtue of the fact 
that they contained small areas of leather in all canvas 


and rubber or all rubber shoes. 
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Imports of men’s and boys’ shoes increased from 564,- 
067 in 1954 to 2,409,921 in 1957. 2,941,922 pairs of 
men’s and boys’ shoes were imported for the first six 
months of 1958, or more than a half a million more 
than were imported during all of 1957. 

In 1954 Italy sent us 21,495 pairs of men’s and boys’ 
shoes. In 1957, 471,700 pairs of Italian men’s and boys’ 
shoes were imported. 

Trade estimates of the seriousness of the import situa- 
lion vary. But the phenomenal growth of imports alone 
should open to question the wisdom of further promo- 
tion of any “foreign look.” 

This is particularly true since the creative record of 
our industry has been consistently so excellent. 

The time is right psychologically for a complete change 
in the industry’s style pace and more particularly that of 
the men’s trade. We have lived with the “Italian” 
“Continental” look for three long years and more. We 


have readily at hand the designing and shoemaking skills, 


and 


the variety of materials and the technology required to 
effect immediate dramatic change. 

The women’s apparel industry has, over the years, 
promoted itself into the position which makes it necessary 
to turn to Paris for style guidance or benediction sev- 
eral times a year. When Paris speaks it speaks emphati- 
cally and the apparel industry has often been stuck with 
its decisions regardless of whether they were good from 
the standpoint of design or for the economics of that 


industry. 


Costly Mistakes 


The swing of the fashion pendulum becomes wider as 
the necessity for radical change becomes more impera 
tive. Ample evidence of this is apparent in the clothing 
Hap 


pily the shoe industry has been spared the wide oppor 


designs which Paris has sent us in recent seasons. 


tunities for costly mistakes which Paris has provided 
the apparel trade. 

But increasing reliance on foreign design sources could 
bring a situation to shoes like that under which apparel 
must labor. Such a situation would be far more serious 
for shoes, which employ a complicated size structure and 
require considerably longer making time. 

Well before we heard anything about “Italian” ot 
“Continental” styling, a revolution was under way in 
men’s shoe design. It was a natural development, too. 

[CONTINUED ON PAGE 54 
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the big switch 


lie Heat 


$5-—$6 CHILDREN’S SHOES 
and 


look 
who’s GaiMBELS 


PHILADELPHIA 


leading — sets 
the rm 


3 Sto Mp 
way! . "arg OM 


SOMMER 
act's Sar AUEMAN 


Te nso" 


oasis ON CO. 
Ansil co. THE sneer ". FO "Ox 


BOSTON 


IN STOCK ¥ 


SAME DAY SERVICE 


Write, wire or phc ollect today for complete information about a franchise in your city. See us at PPSSA, 


BLUE BONNET SHO OE COMPANY, MANUFACTURERS, 5 FRANKLIN STREET, LAWRENCE, MASS Hotel McAlpin, Rooms 512, 517, 519 
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lasting good looks for fine shoes 


No wonder men prefer shoes of Gallun Mandarin Calf. Soft, smooth, and supple, 
it hugs the foot firmly as a welcome handshake — and follows its every action. 

It’s rugged, too — for all its good looks — and firmly retains its shape. Men 

of all ages buy this chrome-tanned leather — and smart retailers offer it to them. 


A. F. Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin 


ron 100 YEAR sS. A MOST TRUSTED NAME tN TANNING 


MANDARIN CALF 
preferred 
in finer shoes 


GALLUN 


LEATHERS 


"WU pre 


STAMOGAROS OF ERCELLEMCE 





A Be 





Bonus 
Retail 
Circulation 


BOOT AND SHOE RECORDER has the largest retail shoe 
store coverage of any shoe publication—15,550 stores every 
issue — 2,658 more than next shoe publication ... a huge 


market for advertisers. 


The 2658 EXTRA retail store coverage represents a big bonus 
market that only BOOT AND SHOE RECORDER covers. In 
terms of pairage (conservatively figured) this EXTRA retail 
coverage represents 31,010,000 pairs of shoes at a minimum 
factory sales value of $112,000,000. 


Consider this important fact in your 1959 sales plans to inde- 
pendent retail stores, chain stores, department stores and 


other retail shoe outlets. 


Just ask your 
BOOT AND SHOE RECORDER 


Representative 
for the facts 


BOOT AND SHOE RECORDER 
Chestnut and 56th Streets, 
Philadelphia 39, Pa. 


BARRETT & COMPANY INCORPORATED 
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To sell the profitable young men’s market 


you need the FAST STYLING 


TOP VALUE and 


No. G3776 ““STRATOLINER" Series— 
Smart slip-on featuring unique 
“lined leather'’ vamp and double swirl 

tip. Made on the new “Dagger” /ast. 
with slim lines and narrower toe. 
Leather sole, rubber heel. 





It’s tremendous! This national advertis- 


ing campaign is timed for the first week in December to 
give the biggest boost possible to Christmas selling efforts 
of Acme dealers from coast to coast! 


Dealers who will cash in the most will run tie-in ads of 
their own, and will merchandise Acme Boots in 
windows and in stores! 


You can't miss! The most wanted of Christmas gifts! 
.. . The greatest all-time boot advertising campaign! 
... The biggest boot-selling season of the year! What 
a combination for real sales volume! 








JAMES 
‘orld of the spirited Old anne 
morous setting o ore 
West in the glamorou' —— wa 
wor h Acme Boots, 1" all - 
hentic touc oe 

ae color and pen apa a 

poe ificent selections to we a 
* e' 
mere dream come true 
you' 


your Acme deale 


From the magic w 


1 now! 


wit 
HUTCHINS 


Warner Bros 
SUGARFOOT 
JACK 
KELLY 
E. Warner Bros. 
MAVERICK 


WaAYDE 
PRESTON 


aa APS 
WORLD'S 
WN cis 


v le, Tennessee 
f Inc Clarksvill 
any 

ot Compe 


Acme Bo pose 
ENGIN! 
NGTONS QuT-OF-DOORS Boots, 
of WELL ’ 


Also makers 


ooTs AND PARADE MAJOR 


This 560-line 
advertisement will appear in 


See réeme at 
these shows: 


SOUTHWESTERN 
SHOE SHOW 
November 2-5 
Adolphus Hotel 
Rooms 1040 & 
1041, Dallas 


POPULAR PRICE 
SHOE SHOW 
November 30- 
December 4 
Rooms 430 & 433 
New York Trade 
Show Building, 
New York 


THE SPORTING 
GOODS FAIR 
January 11-14, 
Room 816 
Hotel New 
Yorker, 

New York 


NATIONAL 
SPORTING 
GOODS 
CONVENTION 
AND SHOW 
February 1-5, 
Room 304 
Morrison 
Hotel, 

Chicago 





Color and Pattern Main 
Women’s Style Trends 


CHICAGO—Spring styles in wo- 
men’s lines at the National Shoe Fair 
confirmed trends already noted at 
early showings. Color and pattern 
proved to be more important than 
lasts. In every sample room color 
struck the eye on first entering and 
color remained as the dominant trend 
after viewing the line. 

Green—and chiefly a yellow green 
—ranked first. After that, came the 
brighter blues, orange, yellow, 
bright and some light pink, tealed 
blues, and a little orchid or mauve. 
These were the colors, but outrank- 
ing all the colors was black—black 
in the new dulled surfaces so much 
liked and black in the high gloss of 
patent leather. This last, it is in- 
teresting to note, is holding top po- 
sition in the eyes of high style, high 
price lines, fully as much as in the 
lower-price brackets. 

In spite of the popularity of the 
new dull surfaces and the soft fin- 
ishes of two-way suedes, shiny sur- 
faces are very much liked. 
patent leather, there is luster ap- 
pearing in kid, calf and the pearlized 
textured and genuine reptile 
leathers. Interest in the new ani- 
line kidskins is very strong, many 
liking it for the added beauty that 
it gives to color. There 
terest in aniline calfskin. 


Besides 


is also in- 


Fabrics were present in the lines 
but will probably be more important 
for summer. There were some prints 
—floral, abstracts and plaids—some 
genuine Jrish linen in a coarse weave 
and some strawcloth in the more 
casual shoes were important. Meshes 
were limited in spring styles but 
were used in both high style quality 
shoes, medium price shoes and popu- 
lar price styles. 

Very pointed lasts were intro- 
duced in more lines and there were 
more pointed toes on lower heels and 
on open toes; more styles on 13/8 
and 14/8 heel shown and new lasts 
on “medium” 19/8 heights. The 
pointed toes were very pointed in- 
deed, perhaps “pointed” pointed 
toes. Biggest news, however, is the 
opening up of closed pump patterns 
with portholes, stripping treatments 
and sometimes mesh inserts. Open 
backs and shanks and_ lowered 
d’Orsay side lines are also a part of 
the new trend to more open shoes. 
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Chicago Fair Is Explosive Success 


Low Inventories, Outlook for Record Spring, Triggered Buying; 


Stern to Lead Manufacturers Assoc., NSRA Reelects Nordstrom 


CHICAGO—The 25th anniversary 
of the National Shoe Fair in Chicago 
‘ame in and went out as an explosive 
suecess—chiefly in terms of buying 
action spurred by retailers’ need for 


JOSEPH S. STERN 


shoes and their confidence that new 
highs for shoe business 
established in 1959. 
Sales activity at the Fair 
tered around two things: 
fill-ins for fall business through the 
rest of this year, and 
placement of orders for spring. The 


would be 


cen- 


needed 
substantial 


heavy buying given impetus 
not only by low 
and outlook for a record spring, but 
also by the early Easter, March 2%. 

A heavy aura of optimism was 


evident everywhere throughout the 


Was 


retail inventories 


Fair, among buyers and sellers alike, 
regarding the shoe business outlook 
for spring. There 
puying of staples, and more-than- 


was full-scale 
usual buying of style and specialty 
items—again stemming from. the 
early Easter, plus need for shoes. 
However, a frequently expressed 
anxiety among buyers at the Fair 
concerned deliveries. Many felt that 
even with current placement of 
orders, deliveries on promised dates 
would not be fully assured. A num- 
ber of manufacturers, particularly 
at the latter part of the show, had 
either stopped taking orders or cut 
them down, or were accepting orders 


without promise of pre-Easter de- 
liveries. 

A still further impetus to the ris- 
ing tide of buying was the substan- 
tial influx of higher prices. Approx- 


LLOYD W. NORDSTROM 


imately 40 per cent of the manufac 
into the with 


prices 


turers came air 


“modestly” higher (uverag 


ing two to four per cent 


Vanufacturers Elect Stern 
Stern, 
Cincinnati, 

the 


United States 
Ohio, was 
National 


Association at 


Joseph S. 
Shoe Corp., 
elected 
Shoe 


president of 
Manufacturers 
a meeting of the association Board 
of Directors held on October 28. 
Merrill A. Watson, National Shoe 
Manufacturer Association, was re 
elected executive vice-president. The 
vice-presidents 
re-elected: Percy N. Burton, 
Craddock-Terry Shoe Corp., Lynch- 
burg, Va.; Saul L. Katz, Hubbard 
Shoe Co., Ine., Rochester, N. H.: 
William W. Pied Piper Shoe 
Co., Wausau, Wis.; Jerome M 
Kushins, Kushins, Inc., Santa Rosa, 
Calif.; Herbert Lape, Jr., The Julian 
& Kokenge Co., Columbus, Ohio: 
Monte E. Shomaker, Brown Shoe 
Company, St. Louis; H. O. Toor, 
H. O. Toor Shoe Co., Hanover, Pa 
Elected regional vice-presidents 
Wallace J. McGrath, John FE. 
[CONTINUED ON PAGE 22 


following regional 


were 


Kiss, 


were. 
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Recorder Survey: 


Shrunken Inventories Ignited Fair Buying 


CHICAGO — Most retailers and 
buyers went to the 1958 Shoe Fair 
with inventories at their lowest ebb 
in many years. This was the finding 
of a BooT AND SHOE RECORDER na- 
tional survey, covering over 800 shoe 
retailers of all types, and concluded 
just prior to the Fair. 

The statistics tell a graphic story. 
Two weeks before the Fair opened, 
some 54.7 per cent of retail shoe 
stores declared that their stocks 
were lower than at the same time 
a year ago. These stocks average 
9.4 per cent lower. 

Only 17.4 per cent of the retailers 
said that their stocks were higher 
than a year ago—averaging 7.5 per 
cent higher. And 27.8 per cent said 
that their stocks are about the same 
as a year ago. 

There is probably no single fac- 
tor in all shoe business that more 
strongly assured an active buying 
Shoe Fair than the above findings 
concerning retail inventories. Most 
retailers needed shoes. They were in 
Chicago to buy, not to shop, as in 
some previous seasons. 

This was further emphasized by 
another point. There have been pre- 
vious seasons when retailers needed 
shoes, yet didn’t buy in ratio to their 
needs. Lack of confidence in the eco- 
nomic and business outlook for the 
season or year ahead proved in these 
cases to be a major deterrent. But 
no such deterrent existed at the 
Fair. Retailers everywhere ex- 
pressed strong confidence in the bus- 
iness outlook for spring — and were 
there to buy proportionate to this 
confidence. 

The RECORDER survey concerning 
retail shoe inventories probed fur- 
ther, seeking to learn what had held 
up buying, or had reduced buying, 
during most of 1958. Five key 
reasons were cited by the retailers: 

First, “uncertain outlook” caught 
31.7 per cent of the votes, and 
proved to be the main reason why 
buyers reduced or delayed buying. 
Second vote, 28.8 per cent, went to 
“over-weighted inventories” as the 
cause behind slackened buying. 
“Slow business” was cited by 22.5 
per cent of the retailers. ‘“Uncer- 
tainty of style trends’ was in 
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fourth place, with 14.1 per cent. 
“Lack of capital” was mentioned by 
only 2.9 per cent. 

These cited reasons were signifi- 
cant, in that they reveal that a 
major motivating force behind the 
extent of retailer buying is the 
buyers’ “state of mind.” Uncertainty 
of outlook, whether regarding eco- 
nomics or fashions, has proved here 
to be a potent influence in buying. 


NSRA Executive Conference 
Discusses Ads, Economics 


CHICAGO — Retailers attending 
the NSRA Executive Conference at 
the National Shoe Fair were served 
main dishes of shoe store economics 
and advertising ideas, salted with 
creative merchandising tips and pep- 
pered with enthusiasm. 

Jim Watson, personnel training 
expert, gave retailer enthusiasm a 
shot in the arm with his presenta- 
tion of do’s and don’ts of executive 
conduct in business. He warned re- 
tailers about being too complacent 
about their selling methods, and sug- 
gested leadership, enthusiasm and 
above all showmanship for every 
retailer’s serious consideration. 

Dr. William Emory, Professor of 
Marketing at Washington Univer- 
sity, told the sell-out crowd at the 
conference that high profit stores 
averaged $13.70 in sales for every 
dollar of payroll, while the low profit 
group got only $9.40 for every dol- 
lar of payroll. 

The retailers were warned by 
Professor Bernard W. Smith of New 
York University’s School of Retail- 
ing that they are living in a world 
of mediocrity, a follow - the - leader 
sort of endless circle wherein every 
merchant copies every other mer- 
chant. To end this mediocrity he 
suggested creative merchandising of 
future wants as well as scientific 
merchandising of present wants. 

M. Seklemian, vice president of 
Calkins and Holden, New York ad- 
vertising agency, told the confer- 
ence that people are getting immune 
to advertising and that unless ad- 
vertising steps up its productivity, 
it’s well on its way to becoming one 
of our “most expensive luxuries.” 


Natl. Travelers Want 
10% Higher Earnings 

CHICAGO — The National Shoe 
Travelers’ Association has gone on 
record with a bid for adjusted com- 
mission rates which will make pos- 
sible increased earnings of at least 
ten per cent. The action, the Asso- 
ciation’s first official move in this di- 
rection, took place at the 48th annual 
convention held on the eve of the 
National Shoe Fair. 

Adopted in resolution form, it set 
no specific rate increase, but placed 
emphasis on increased earnings. In- 
creased costs of traveling and rise 
in the cost of living were cited as 
having adversely and materially af- 
fected their earnings. It is planned 
that officers of the Association work 
out suitable procedures to carry out 
the purpose of the resolution with 
officials of the National Shoe Manu- 
facturers Association. 

George H. Lawson was elected 
president to serve for the coming 
year. First vice-president this past 
year, he succeeds Richard D. Graffis. 
Ben Berwald, second vice-president 
in 1958 became the new first vice- 
president. O. B. Heaton, new second 
vice-president, was the only new 
member elected in the staff of offi- 
cers. Ed Trench was re-elected sec- 
retary and managing director, and 
Paul Cook as treasurer. 

Mr. Lawson is a member of Mich- 
igan Shoe Travelers’ Club; Mr. Ber- 
wald, of Southwest Shoe Travelers; 
Mr. Heaton, of Midwest Shoe Trav- 
elers, and Mr. Trench and Mr. Cook, 
both of Northwest Shoe Travelers. 

Southeastern Shoe Travelers, Inc., 
was awarded the trophy for the 
greatest per capita increase in mem- 
bership. The annual award was ex- 
tended this year to runners-up, Ohio 
Shoe Travelers Club and Mountain 
States Shoe Travelers’ Assn. Awards 
were made by Martha Weisler, mem- 
bership chairman of N.S.T.A. 


Brown Announces Price 


Hikes in 3 Shoe Divisions 


ST. LOUIS—Brown Shoe Com- 
pany has announced price adjust- 
ments in Buster Brown, Robin Hood 
and United Men’s divisions. The 
lines will stay within their present 
price ranges. 

The price adjustments are due to 
a substantial increase in costs, the 
company announced. 
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Brown Tells Its Side 


In Anti-Trust Action 


ST. LOUIS—Testimony continues 
in the Government’s suit against 
Brown Shoe Company which con- 
tends that acquisition by Brown of 
G. R. Kinney Company, Inc., tends 
to constitute a monopoly and to 
lessen competition, as set out in Sec- 
tion 7 of the Clayton Anti-Trust Act. 

Brown’s trial attorney, Arthur H. 
Dean, opened the defendant’s case. 
He emphasized that Brown has a his- 
tory of standard quality, brand-name 
importance and continuity of sales, 
while Kinney’s forte is price. Brown 
proposes, he said, to show that there 
is not “any significant competition 
existing or potentially existing be- 
tween Brown and Kinney,” with the 
former primarily a manufacturer, 
the latter a retailer. Mr. Dean stated 
that the Government failed to call up 
any manufacturing witnesses who 
are presently supplying Kinney and 
that it failed to analyze the actual 
competition between Brown and Kin- 
ney in economic terms. 

Clark R. Gamble, Brown’s presi- 
dent, stated that acquisition of Kin- 
ney was done to broaden his firm’s 
base of operations to include the low- 
er price bracket and to get a foot- 
hold in the fast-growing shopping 
center market. Kinney did not solicit 
offers for acquisition, according to 
George L. Smith, president and trea- 
surer of G. R. Kinney Company, Inc. 

He testified that he did not con- 
sider independent stores carrying 
Brown’ brands, nor department 
stores, as competitive with Kinney. 

Mr. Smith was followed on the 
stand by Clifford O. Anderson, execu- 
tive vice president of Kinney, who 
stated that in 1955, when Brown ac- 
quired Kinney, his stores were sell- 
ing 1,100,000 pairs of canvas, rub- 
ber-soled vulcanized footwear. Today, 
he said, Kinney sells 2,000,000 pairs 
annually, and that this type of foot- 
wear is a growing competitor. 


Hotel Strike Off: Show On 


PITTSBURGH—The Spring Shoe 
Mart of the Pennsylvania Shoe 
Travelers’ Association will be held 
November 16-19 at the Hotel Penn- 
Sheraton in Pittsburgh as scheduled, 
Joseph Harris, Executive Secretary- 
Treasurer, has announced. A strike 
of hotel employees—now over—had 
placed the time of the show in doubt. 
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‘,.. the Writing on the Wall’: 


Higher Productivity Is Sought by Tanners 


CHICAGO—“A look at the fu- 
ture,” keynote of the Tanners’ Coun- 
cil of America Annual Meeting held 
here from October 22-24, was indeed 
a hard, realistic look. 

President Ralph H. Ewe’s address 
at the Edgewater Beach Hotel loca- 
tion—which was read to the group 
due to his illness—raised the prin- 
ciple question before the Tanners’ 
Council today: “Has (the tanning) 
industry adjusted to the industrial 
standards of 1958?” 

He said that automation has raised 
productivity in other industries and 
the tanners must “give heed to the 
writing on the wall,” especially be- 
cause “for the first time . .. more 
leather enters our country than we 
ship out.” 

Emery I. Huvos, chairman of the 
Rawstock Quality Clinic, in his in- 
troductory remarks, said: “We are 
seeing a kind of revolution in the 
handling and sale of (hides) ...I 
suggest the first prerequisite for our 
discussion is an open mind.” He 
added that tanners must seek to 
educate the packers to the problems 
of tanning to secure “a closer rela- 
tionship.” 

The subject discussed by the Raw- 
stock Quality Clinic this year was: 
“Hide Quality and Cure—Present 
and Future.” Gerald Pearson of the 
Spencer Packing Company, said: “If 
you (tanners) think fleshed hides are 
a major improvement ... encourage 
your suppliers that you want your 
hides that way.” 

Edward W. Drew, International 
Shoe Company, described research in 
eliminating the manure, dirt and 
blood in hides before salting. Erhard 
H. Buettner, Pfister and Vogel Tan- 
ning Company, said it should be pos- 
sible to sell and ship hides with a 
guaranteed minimum of usable hide. 

Paul A. Bissinger, in recommend- 
ing the brine cure, said: “There can 
be quite a saving of labor cost... 
and a better piece of raw material 
will result.” Dr. Fred O’Flaherty 
discussed the many factors which in- 
fluence cured stock. 

At the Friday morning session 
devoted to “Management, Men and 
Machines,” Jerome M. Cohen, of the 


Allied Kid Company, suggested that 
the chief handicap to automation in 
tanning is psychological. ‘We be- 
lieve the processing techniques we 
have been using so long cannot be 
changed,” he said. 

John J. States, A. C. Lawrence 
Leather Company, Chairman of the 
Executive Committee, Leather [In- 
dustries of America, pointed out 
three salient parts of the LIA pro- 
gram: better merchandising of 
leather goods at retail, steps to ac- 
quaint the consumer with the high 
value in shoe products, and third, 
action to boost American products. 

Julius G. Schnitzer, U. S. Depart- 
ment of Commerce, said that the net 
level of demand in foreign markets 
will be slightly higher in 1959. 


Record 603 Million Pairs 
Seen as 1959 Production 

CHICAGO — Shoe production in 
1959 should total some 603.7 million 
pairs at least, with shipments to re- 
tailers reaching 606 million pairs 
and sales to consumers climbing to 
around 608 million pairs, predicted 
Iver M. Olson, director of marketing 
research, NSMA, at the Tanners’ an- 
nual meeting. The production fore- 
cast of 603.7 million pairs is about 
17 million pairs more than were 
sold in 1958 and 6 million pairs more 
than 1957. 


Raymond B. Harrison of 
Stedfast Rubber Co. Dies 


BOSTON — Raymond B. Har- 
rison, sales promotion manager of 
the Stedfast Rubber Company of 
Mattapan, Mass., died October 19 at 
3oston. He was 51. 

3eginning his career as an adver- 
tising man, he later joined the Beck- 
with Manufacturing Company of 
Watertown, Mass., as sales manager. 
This position he held for 23 years. 
During this time he became one of 
the industry’s best known authori- 
ties on box toes and was responsible 
for the introduction of the newer 
types now in use. He served as 
president of the Safety Box Toe 
Company, a Beckwith affiliate, and 
had been with Stedfast since 1953. 
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Chicago Shoe Fair Is Seen as Explosive Success 


[CONTINUED FROM PAGE 19} 
Lucey Co., Bridgewater, Mass.; 
Warren J. Reardon, Daniel Green 
Company, Dolgeville, N. Y.; A. 
Weinman, Five Star Shoe Co., Inc.; 
Long Island City, N. Y. Robert C. 
Erb of the Melville Shoe Corpora- 
tion, was re-elected treasurer, and 
G. B. Allbritton, NSMA, was re- 
elected secretary. 

The following members’ were 
elected to serve as directors for a 
term of three years: Ralph M. 
Abrams, Palizzio, Inc., New York, 
N. Y.; Robert S. Cook, A. E. Net- 
tleton Co., Syracuse, N. Y.; John 
H. Coppens, Northern Shoe Co., 
Pulaski, Wis.; S. A. Fradkin, Clark 
Shoe Company, Auburn, Maine; 
Clyde FE. Gerberich, Gerberich-Payne 
Shoe Co., Mount Joy, Pa.; Alfred 
Allure Shoe Corp., Miami, 
Pau] O. MacBride, Milford 
Company, Milford, Mass.; 
Jenjamin Schwartz, Schwartz & 
Benjamin, Inc., Lynn, Mass.; Robert 
Ek. Wall, Wall-Streeter Shoe Com- 
pany, North Adams, Mass.; Ben H. 
Willingham, General Shoe Corpora- 
tion, Nashville, Tenn.; Samuel 
Wolff, Wolff Shoe Co., St. Louis, Mo. 
3en Sommers, Capezio, Inc., New 
York, N. Y., was elected to serve a 
term of two years. 


Gerd, 
Fla.; 


1 
oenoe 


Retailers Change Bylaws 


At the annual meeting of the 
Board of Directors of the National 
Shoe Retailers Association, held 
Oct. 28, the bylaws of the organiza- 
tion were changed to create a new 
officership, that of first vice-presi- 
dent. 

The practice of having four vice- 
presidents was continued, but in the 
future they will be known as re- 
gional vice-presidents. 

Elected president 
term was Lloyd W. 
Nordstrom’s, Inc., Seattle. David S. 
Hirschler of Hofheimer’s, Norfolk, 
Va., was re-elected treasurer. 
Elected first vice-president was 
Louis Leibson, Edison Brothers 
Stores, Inc., St. Louis. The four re- 
gional vice-presidents elected were: 
John W. Morgan, John Morgan & 
Associates, Inc., Parkersburg, 
W. Va.; Clovis Saunders, Sommer & 
Kaufmann, San Francisco; Z. AlI- 


for a second 
Nordstrom of 
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bert Joseph, Joseph Salon Shoes, 
Chicago; and L. E. Tuffly, Krupp & 
Tuffly, Inc., Houston. 

Edward J. McDonald continues as 
executive vice-president and Thelma 
C. Hennessey as secretary. 

The National Shoe Retailers Asso- 
ciation also named its 1959 slate of 
directors at the annual meeting of 
directors in Chicago. 

Elected to three-year terms by the 
membership of the association were: 
Stanley Fisk, partner in Stanley 
Fisk & Company, Omaha, Neb., and 
E. H. Minor, partner in Edward H. 
Minor & Sons, Columbus, O. 

Re-elected for similar terms were: 
James T. Kirkpatrick, president, 
Kirk’s Inc., Oklahoma City, Okla.; 
John Wilson Morgan, Jr., president, 
John Morgan and Associates, Inc., 
Parkersburg, W. Va.; Keeve B. Pass, 
merchandise manager of shoes for 
Inc., Atlanta; Marcus L. 
Rice, merchandise manager of shoes 
and for Famous-Barr 
Company, St. Louis; Sam H. Sulli- 
van, president, Sam Sullivan Shoes, 
Inc., Laredo, Tex.; Louis Edward 
Tuflly, president, Krupp & Tuffly, 
Inc., Houston, and Louis E. Walker, 
Walker Shoe Waterloo, Ia. 


Rich’s, 


accessories 


Stores, 


Shoe Women Execs See Variety 

“Variety will be the spice of life 
for 1959” was the main 
theme of a special spring and sum- 
mer style forecast made by Shoe 
Women Executives, Inc., at the 
Palmer House in Chicago, following 
the Monday luncheon. There will 
not be any one dominant style trend 
in women’s shoe fashions, according 
to the forecast, but there will be 
instead many interesting new vari- 
ations on existing style themes. 


in shoes 


Sept. 58 Footwear Production 
-2 Per Cent Over °57 Total 


WASHINGTON, D. C. — Produc- 
tion of footwear in September to- 
taled 49.4 million pairs, according to 
the U.S. Census Bureau. This figure 
is up somewhat from the 49.2 million 
pairs produced in September, 1957, 
but is 2 per cent below the 50.4 mil- 
lion pairs produced in August, 1958. 


James M. Rick to Head 


Independent Shoemen 


CHICAGO—James M. Rick, vice- 
president and treasurer of Curtis- 
Stephens-Embry Company, Reading, 
Pa., has been elected president of 
Independent Shoemen. He succeeds 
Richard J. Potvin, president of the 
organization for the past two years. 

Re-elected as vice-presidents for 
various I. S. divisions were: manu- 
facturing, Les Hafemeister, Weyen- 
berg Shoe Manufacturing Company, 
Milwaukee; retail, Meade McCain, 
Swopes Shoe Company, St. Louis: 
allied, Carl Sher, Car] Sher Company, 
Philadelphia, and wholesale, George 
Mason, Dunham Brothers, Brattle- 
boro, Vt. Named vice-president of the 
shoe travelers division was Frank 
Homan of Weber Shoe Company, 
Tipton, Mo., and Zulick Company, 
Orwigsburg, Pa. 

Jack DeWitt, of J. DeWitt Shoes, 
Chicago, re-elected secretary, 
and Francis Ryan, Bates Shoe Com- 
pany, Webster, Mass., was named 
treasurer. Frank T. Underhill con- 
tinues as executive director and Jack 
Hart, Wolverine Shoe and Tanning 
Corporation, Rockford, Mich., be- 
comes director-at-large. 

Directors re-elected to three-year 
terms were; Mr. DeWitt; Carl 
Henry, Lucky Stride Shoe Company ; 
Larry Geuder, Holland-Racine Shoes, 
Inc.; Mr. Hart; Mr. Rick; Mr. 
Potvin; Hy Waltuch, Modern Shoe, 
St. Louis; Mr. Mason; Marlin Fau- 
bion, Hamilton Men’s Shop, Los 
Angeles, and Ben Finn, B. L. Finn. 

New directors George L. 
Kreider, A. S. Kreider Shoe Com- 
pany; Jim Elder, Red Wing Shoe 
Company; Leo Maclver, L. MaclIver 
Company; Clarence Lanoue, Lanoue 
Brothers; Ben Keeler, Keeler’s Shoe 
Store, Norwalk, Conn., and Dan 
Marshall, Lamey-Wellehan. 

Continuing as directors are: Sam 
Sullivan, Philip Bayes, Mike Burn- 
stein, Alex August, John Wiley, 
Charles Krametbauer, Ray Shannon. 
John Esch, Car] Henry, Arthur Ries, 
David Tolin, Meade McCain, B. W. 
Childs, J. E. Cox, B. Garfinkel, Edna 
Kroman, Sam Weiner, R. Claude 
Jones, Francis Ryan, Sam Sandler, 
Frank Homan, M. A. Condon, Charles 
Leventhal and L. D. Hafemeister. 

Elections were held when the as- 
sociation met in Chicago just prior 
to the National Shoe Fair. 


was 


are: 
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This illustration will appear In a full-page full-color ad next spring in LIFE 


Jarman has teamed up with American Airlines and dreamed up the 
“sales-buildingest” promotion since the days of the Wright brothers 


Many a Jarman dealer will be flying high early next spring. conversation, stimulate store traffic and build sales for Jarman 
making the most of a jet-powered new promotion. Briefly, here's dealers everywhere, 
how it works: Jarman’s first national ad of the season (Cusine Such hard-hitting. effective promotion has been a Jarman 
the striking illustration shown above) will feature the modern. hallmark from the beeinnine one bie reason for Jarmay 
distinctive new “Flagship Styles,” in conjunction with the rating as number-one brand in it price field (the field in whieh 
inauguration of American Airlines’ new coast-to-coast jet flagship half of all American men buy their shoes). 
service. There is going to be a tremendous amount of publicity For full) details write) Jarman Shoe ( ompany, Nash 
about these jet airliners, first in the United States. and the ad is Tennessee. Investing 
a “natural,” perfectly timed to coincide with this aviation mile- cent stamp to learn 
stone. An attractive “Flagship Styles” displayer and other tie-in Jarman’s tles-building 
materials are available, including the official American Airlines eram could be the smart 


zipper bag. Here indeed is a promotion that is going to create ove you ever made, 


JARMAN SHOE COMPANY ¢ NASHVILLE, TENNESSEE DIVISION OF GENERAL SHOE CORPORATION 
$10.95 $19.95 





Profit by their multi-million dollar experience as the 


Who's Wao 


of the Popular Price Shoe Industry decide 


What's Wlaat 


in style and market trends for spring and summer ’59! 














Seventy of the industry's top style leaders have already sifted 
markets, analyzed trends... lines shown at PPSSA will reflect the 
power and clarity of their collective judgment. 

Heads of great chain store companies... presidents of leading 
factories sit on the planning committees that devise the outstanding 
industry services of PPSSA. 

A mighty brain trust working for you through PPSSA...to help 
you make the profitable decisions everytime. 


IMPORTANT! 54.7% of all retailers who attend PPSSA go 
to no other shoe show. Don’t miss out— reserve exhibit space now. 
For application, write PPSSA, 210 Lincoln Street, Boston 11, Mass. 


W lneire 2 


At the dynamic service show 


_PIPSSA 


November 30-December 4, 1958 


HOTELS NEW YORKER anp SHERATON-MCALPIN anp THE NEW YORK TRADE SHOW BLDG, 





© Foot specialists studying 500.000 school children’s feet. 
Government and school officials cooperating in program. 


® Department of Agriculture reports progress 
in experiments on better ways of removing hair 
from hides. 


® Julius Schnitzer estimates 1959 U. 8. shoe pro- 
duction at more than 600 million pairs. Low 
inventories and consumer buying factors. 


Baker Reporting from WASHINGTON 
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Foot specialists in and out of the government have started a careful study 
of 500,000 school children to find out what shape their feet are in. 

The specialists are officials of the American Foot Health Foundation and 
the American Podiatry Association. They are working with President Eisen- 
hower’s Committee on Physical Fitness, a White House agency looking into 
ways of improving the health of the nation’s youth. School officials in each 
school district are cooperating with the national officials in making the study. 

Some doctors are fearful that modern children have poorly-developed 
bodies because they walk little, as compared with children of other generations. 
Tendency today is for children to ride, rather than walk. 


The government reports progress in its efforts to lower tanning costs. 

If laboratory experiments now under way are successful, it soon will be 
possible for meat packers to unhair their own hides. This would reduce the 
cost of shipping hides to tanneries and would permit more accurate grading 
of hides, according to the U. S. Department of Agriculture. which is experi- 
menting with better ways to remove hair from hides at its Wyndmoor. Pa.. 
research station, 

For many years, packers have used salt to cure hides. This takes about 
a month. Then the hides are shipped to tanneries, where they are treated in a 
lime solution to loosen the hair. 

In the experiments now under way, the hair is loosened sufliciently for 
removal by soaking the hide in an enzyme solution for about 24 hours after 
pretreating in a solution containing 26 per cent salt. This treatment breaks 
up a membrane that anchors the hair. 

The researchers also report that frozen hides can be unhaired faster than 


unfrozen hides. 


The government’s top leather expert estimates U.S. shoe factories will 
produce a record-breaking 600 million-plus pairs in 1959. 

This optimistic forecast comes from Julius G. Schnitzer, director of the 
Leather, Shoes and Allied Products Division in the U.S. Commerce Depart- 
ment’s Business and Defense Services Administration. 

Mr. Schnitzer bases his estimate on his own economic analysis of market 
conditions. plus his analyses of buyer interest at the recent footwear showing 
sponsored by the New England Shoe and Leather Association. 

Mr. Schnitzer offers these five reasons for the coming rise in’ factory 
output: 

1. Low inventories at retail. Merchants have worked their inventories down 
below safe levels. Failure to build up stocks will only lead to lost sales 

Here’s proof of this “living off inventory:” Retail sales this year are 
running about five per cent ahead of last year. But factory output is about 
five per cent down. The difference is accounted for by this year’s retail 


practice of “living off fat.” 
| 








® Tax reform efforts to be renewed in Congress 
but cuts will not come easy, if at all. National 
deficit expected to grow. 


rt from 
Rep ort © FTC has issued guide giving rules on what price 


WASHIN GTON be ‘Megat. Nine kinds of pricing are held to 





2. Kaster comes early (March 29) next year. Traditionally, an early 
Easter always means a better-than-average spring selling season. 

3. Consumers in growing numbers are tending to put their available 
spending dollars in soft goods, chiefly shoes and apparel, rather than in hard 
goods, No reversal of this trend is in sight for the months immediately ahead. 

1. Shoes are “a good buy” in today’s market places, and consumers are 
aware of this, The trade is doing a good job of informing the public that 
every dollar spent on footwear produces plenty of style, quality. and service. 

5. More women will be working next year. Employment will rise. unemploy- 
ment will continue to drop, and a greater proportion of women will enter the 
labor markets. And we all know that as soon as a woman goes to work she 
increases her spending on footwear and apparel. 

Here's a quick rundown on the current trend in footwear production: 

1957 597 million pairs (revised ) 
1958 575 million pairs (estimated) 
1959 600 million-plus pairs (estimated) 

All told, Mr. Schnitzer believes, 1959 will be a rewarding year. both for 
manufacturers and merchants. But plenty of the old sales jazz will be needed. 
Customers are favorably disposed toward stepping up their buying of footwear. 
With some skillful merchandising. they can be induced to lay more dollars on 


the nation’s shoe store counters than they have done for several vears. 


There will be renewed efforts next year to reform the nation’s tax 
structure. 

Two congressmen, Reps. Sadlak, R.. Conn., and Herlong. D.. Fla.. have 
already drafted a bill to be introduced next year. It is similar to one they 
unsuccessfully proposed this year. 

The new Sadlak-Herlong bill will call for cuts in business and personal 
income taxes each year for five years. Top tax rates would go down to 42 per 
cent on both corporate and personal income. The lowest personal tax rate 
would go from 20 per cent to 15 per cent. 

Backers call it an “earn as you go” program because they believe as tax 
rates gradually fall, business and investment will rise and the government will 
not lose revenue. 

Tax cuts next year will be hard to win. Officials expect spending to rise 
and the deficit to grow. If you favor a tax cut. keep in mind that strong 
srassroots support will be needed. Enlist other businessmen in the fight to 


lighten the tax burden. 


The Federal Trade Commission has issued tough new rules outlining what 
will constitute “price trickery” in the future. 

The guide was issued as part of an all-out war by the Commission on false 
advertising, false price comparisons. and other methods of misleading custom- 
ers. 

In addition to the guide. which spells out nine types of price representa- 
tion which will be considered illegal, the Commission also has ordered _ its 
enforcement staff to: 

Consider all advertisements as a whole as they would be read by a potential 


[CONTINUED ON PAGE 48] 
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DOUBLE STRENGTH 


PLIRIB 


FOR IMPROVED LASTING 
STRONGER INSEAMS, BETTER LINES 


Ps No. 2 Extra inner layer of duck doubles 
pncllough Hiete.cue neue the strength for the inseam. 


firms up the rib. \ a 
No. 3 Outer layer of reinforcing duck 


tht provides the necessary area for bonding 


to the insole. 


It’s what you wanted .. . it’s what 
DOUBLE STRENGTH PLIRIB gives 
you ...a solid, sturdier rib that maintains PLIRIB 
flexibility yet produces the extra strength you want. 
DOUBLE STRENGTH PLIRIB is made up with two 
layers of tough reinforcing duck that gives greater 
strength in tighter seams . . . a rib that allows better lasting 
... lets you get down “‘in close” for better inseaming 
and a tighter edge along the feather line. 
Ask for a trial . . . arrange with your United 
Representative to run DOUBLE STRENGTH PL/RIB 
on your own insole blanks whether it be men’s, women’s 
or children’s — any type... prove to yourself that 
PLIRIB’S the right combination . . . a proven combination 
of better shoemaking with bigger savings. 


Product of 
B B CHEMICAL CO. 


DISTRIBUTED BY 


SHOE MACHINERY CORPORATION 
Boston, Massachusetts 
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SELL 858.656 IMPORTANT 


APRIL 50 cents 
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FICTION + CARTOONS « ARTICLES + PICTURE STORIES + JAZZ « FOOD AND DRINK 


FASHION + TRAVEL + RIBALD CLASSIC + PARTY JOKES - TRIPLE PAGE PLAYMATE 





CONSUMER ADVERTISING IN PLAYBOY WITH A BUILT-IN TRADE ADVERTISING PROGRAM IN BOOT & SHOE RECORDER 


FACTS AND FIGURES BEHIND PLAYBOY'S NEW CONCEPT 


Playboy's editorial vitality is so phenomenal that it makes money on circu- 
HOW CAN PLAYBOY AFFORD THIS PROGRAM? lation and these figures prove it. Note that P/ayboy is in such demand that 
it outsells even Life at the newsstands. Other magazines are engaged in a 
Playboy can afford this program because Playboy is a magazine that continual scramble for circulation—not Playboy. Remember that Playboy 


readers buy and not a magazine that buys readers. sells for 50c a copy. 


Ironically in many magazines advertisers must pay a premium for the 
very readers who are least interested in the magazine—the ones who must 


be bought with high cost circulation promotion, the readers who must be 


Average Average Black and 
Issue Net White bought with advertisers’ dollars. 


Magazine Newsstand Paid Page 


Sale Circulation Rate Now that postal rates are being increased most publishers are forced to 


allocate an even larger portion of advertisers’ dollars to the cost of main 


PLAYBOY 745,289 858,656 $ 3850 taining circulation. Playboy makes money on subscriptions and newsstand 
E 024.015 812.531 000 sales, and need not channel advertisers’ dollars to maintain circulation. 
“squire 224,015 oa 6 


New Yorker 114,147 425,545 3000 


Spc rts Ill 62,392 86 +,786 III. tising will actually be read. A magazine purchased at full cover price at the 


Playboy's voluntary circulation gives you greater assurance that your adver- 


Time 201,090 2,282,307 newsstand is sure to be read—it is purchased with time ‘‘ budgeted’’ for 
Life 648,834 6,041,778 
Look 784,586 5,623,413 
Post 1,423,384 5,709,725 


reading that particular issue. The Association of National Advertisers says, 
he act of buying at full cover price indicates the highest degree of positive 


interest in the magazine purchased 


Playboy can afford to deliver its profitable circulation to its advertisers 
Sources: Publishers’ Statements to the Audit Bureau of Circulations for the at lower cost—in terms of an actually lower rate per page for a top-quality 


Six Months Period Ending June 30, 1958 audience and a special merchandising program of this nature. 





PLAYBOY—THE MOST EFFECTIVE MEDIUM FOR SELLING TODAY’S IMPORTANT YOUNG URBAN MEN 
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YOUNG MEN IN PLAYBOY 
AND PLAYBOY 
ADVERTISES FOR YOU 
IN BOOT & SHOE RECORDER 


BOOT & SHOE RECORDER SELLS 16,000 IMPORTANT RETAILERS 


PLAYBOY MAGAZINE SELLS THE IMPORTANT YOUNG MEN’S MARKET 
—THE YOUNG MAN-ABOUT-BUSINESS AND THE MAN-ABOUT-CAMPUS 


FACTS YOU SHOULD KNOW ABOUT PLAYBOY MAGAZINE 


EDITORIAL 
A bright colorful package of fine fiction, high humor, pretty girls, fashion 
and meaningful articles and features aimed at capturing the enthusiasm of 


the young-man-about business and the man-about-campus 


CIRCU -858,656 ABC 6/30/58 

Playboy is already the largest selling urban men's magazine in America 
Editorial vitality is reflected by the largest newsstand sale of any 50c-or 
over magazine. 6 mos. aver. 745,289. In addition, Playboy has 113,367 


regular subscribers. Total circulation 858,656 ABC 


RESPONSIVENESS 
Catalina Sportswear reports that the inquiries received from their first full 


color spread in Playboy were the largest single amount of inquiries 


produced by any magazine we have ever used. Our hat's off to Playboy! 
We expected inquiries but none in that great amount!'’ Reader enthusiasm 
for the magazine has created a remarkable by-product business. Last year, 
Playboy grossed over $185,000 from the sale of such items as cuff links 
featuring our famous rabbit trademark, and binders used to preserve back 
issues. One mail order advertiser reports that he sold over 27,000 sweaters at 
atl ran exclusively 


$5.75 each during just the first four months that his 


in Playboy 
MEN’S APPAREL ADVERTISERS 


Here are some of the top-name advertisers already cashing in on 
Playboy's impact with the top-quality young male market: After Six 
Formal Wear, Stanley Blacker, Botany ‘‘500"’ Clothes, D. Byford & Co., 
Ltd., Catalina Sportswear, Chipp, Inc., Corbin Ltd., Cricketeer Trimlines, 


NOW, TURN THE PAGE TO SEE EXACTLY HOW PLAYBOY ADVERTISES FOR YOU IN BOOT & SHOE RECORDER 


Famous-Sternberg, Rubin Grais & Sons, Hardwick Blazers, H.I.S. Sports 
wear, Hickok Belts, Jayson Shirts, Linett Clothes, Puritan Sportswear 


Paris Belts, Portis Hats, Shield’s Jewelry, Wembley Neckwear, and others 


CIRCULATION QUALITY 


Playboy is now one of the family of over 50 magazines that is included 
in THE STARCH CONSUMER MAGAZINE REPORT 


study that compares most leading consumer magazines by one common 


the one audience 


yardstick. Starch facts confirm Playboy’s claim to the top-quality young 


male market 
AGE 

28 is the median age of the male Playboy 
ship is concentrated in the important 18 age group. Playboy 
magazine in the Starch Report with: or concentration 
in receptive 18-34 age bracket 

INCOME 
$7,281 is the median income for the Playboy hou 


reported by Starch for any men’s book 


URBANITY 
ro of all Playboy households are | ated in tl 


trading areas. This figure exceeded only by The Nev 
supplements 
APPAREL 
38.3 of the households where Playboy 
for wearing apparel during past 12 month 


by Starch for any men's magazine 





FOR THE MEN’S SHOE MANUFACTURER PLAYBOY’S NEW CONCEPT IN MERCHANDISING 


FREE ADVERTISING IN BOOT & SHOE RECORDER 


Men’s shoe advertisers who appear in the March, April, May, June, July and/or August issues of PLAYBOY will 
receive free advertising in Boot & Shoe Recorder. The advertisement facing this page for Leather Industries of 
America is an example of the ad PLAYBOY will run for you. You receive one page in Boot & Shoe Recorder for 
each page you run in PLAYBOY. You may pick any issue of Boot & Shoe Recorder for your free merchandising ad. 
You must adhere to the basic format of the ad only insofar as the reverse areas (black with white type) at the top 
and bottom of the ad are concerned. In the center section you are free to put in any message or illustration you 


wish. Each full page or equivalent that you run in PLAYBOY earns one full page for you in Boot & Shoe Recorder. 


PLAYBOY'S SPECIAL MARCH SHOE PROMOTION 


Shoe advertisers who appear in the March issue of PLAYBOY (closes December 25th) receive free trade adver- 


tising in Boot & Shoe Recorder and extra important merchandising benefits. 


(1) SPECIAL EDITORIAL SUPPORT—The March issue of PLAY- 


BOY will carry a special three page full-color report on men’s shoes. 


(2) FREE DEALER LISTINGS— PLAYBOY will run dealer listings 
tying in with the shoe editorial and advertising appearing in the 
March issue. Each full-page advertiser in the March issue may nom- 


inate 50 of their dealers for listing in this special feature. 


(3) FREE DEALER KITS—Special merchandising kits are being 
prepared by Leather Industries;of America to merchandise their ad 
in the March issue of PLAYBOY. L.I.A. assures men’s shoe manufac- 
turers that they will receive 200 free kits for each page of advertising 
that they take in the March issue to distribute to their retailers through 
their salesmen. In addition, PLAYBOY will place counter cards in the 


kits featuring the advertiser’s own ad from PLAYBOY 


Leather Industries of America is already tied in with PLAYBOY’S exciting spring shoe promotion. L.I.A. is tak- 
ing a full page in full-color in the March PLAYBOY. L.I.A. recognizes PLAYBOY as the most efficient means of 
reaching the top-quality young urban male market—the young man-about-business and the man-about-campus. 


Write or phone today for more information on how you can tie in with this exciting promotion. 


Ly 


PLAYBOY ADVERTISING DEPARTMENTS 
232 E. OHIO STREET / CHICAGO II, ILL. / PHONE: MI 2-1000 - 720 FIFTH AVENUE / NEW YORK 19, N.Y. / PHONE: CI 5-2620 
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LEATHER INDUSTRIES of AMERICA 


as seen in PLAYBOY 


pre-sells the IMPORTANT young men’s market 


FREE DISPLAY KIT FOR RETAILERS 


A handsome display kit soccoccsocosee® 


eovee? $ today to: 
et See See? il this coupon ° 
nantes ghee Promoaven 
t . Chicago 1 


for the spring promotion % pLAYBOY a 
932 E. Oh'o S 


ee kit. We want OU 


: We u 
Y romotion. 
pr ereer? s material. The 


of men’s shoes is yours for 


r store tied in 


e 
o 
e 
* nder- 
e 
. 

e 

e 

e 


the asking from PLAYBOY. 


: hi 
, pligation fort 
Mail th f 3 stand that there is N00” 

al e coupon tor your : 


, noes. 
f men’s § 

i pro 

ed for spring 

kit will be us 


motion ° 


free kit today. This sketch 


STORE NAME———— 
can onlysuggest the excit- 


ing FULL COLOR photo- 
graph that will highlight 


ADDRESS—————— 


—— 





— eae ~ eccnccce® 
naarrrrr" 


theadwe’rerunninginthe 
March issue of PLAYBOY 
to remind more than 
850,000 important 
young men to stock their 
Shoe wardrobes with 


handsome leather shoes. 








OVER 800,000 IMPORTANT YOUNG MEN 
BUY AND READ PLAYBOY EVERY MONTH 


VAOW-4/ me) il ad 0 4 =1 Ob At-tad-t- lol -14-6- 14 -ae dal— importants 
p R= dom loM-1-4-m ol ¢-lol(-} oma 1010lal-Maal-laly10lem-1-1 an dal-mel!) £ 
Tal -4n 4-1ale ln co] amal-1)) am ©) dele [oh d-Me- Tale Mial-\) Mi f-1-10110] 81 se 
everything from clothing to cocktails, from ciga- 
rettes to cars. From your own experience, you know 
if you sell these important men first, you’ve sold 
ETI dala -t-) aa od Oo 1 OD MIM dal - Maa lol-) am ole). -14i0) m-1-1 1 fal -4 


| fo} dolla dal =m \7e)0 lal -aiaal-lale-me lel lik a maal-14.¢-1 8 
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Why Does Lloyd Evans 
wist The H--- Out Of A 
ELLCO FOAMTREAD Slipper? 


Neighborhood Store Success Story #3 7 


ai ica se 
om | : caliuecteoa 


by Lloyd Evans, Manager-Buyer, Shoe Dept., 
The Baby Shop, Evansville, Ind. 
As told to Wide World Reporter, Kenneth Haynes 


Because it springs right back into shape! Even when I twist it, 
squeeze it, wring it, choke it to death, even step on it. 


Nothing Can Hurt It 


Why? Because the counter, the 
outer sole, the mid-sole of a 
WELLCO FOAMTREAD Slipper are 
indestructible 


Machine Washable 


And they're washable, too. Just toss 
them into a machine — and out 
they come clean as new! 





Perfect Fit 


And what fit! I haven't had a com- 
plaint yet. And now, with the new 
“wide” width, I certainly can’t miss. 


Four Turnovers A Year 
I also get between three and four 
turns a year. And markdowns? 
Once in a blue moon. Markups? 
High. 


Neighborhood Customers Are Demanding. That’s Why im 


Neighborhood Stores Carry WELLCO FOAMTREAD Slippers. 


) For more information about the WELLCO FOAMTREAD line, 
Vice President in Charge of Sales 


/ write to Joe Stanelli, 


\PARENTS 





rae 
6 Fie 
j Tet ee ey 


* 


SUC CESS STORY. Lloyd Evans shows how easy it 


is to close a sale — 


with WELLCO FOAMTREAD Slippers. 





Friendly Company 
The delivery service is real fast. 
The WELLCO salesman’s friendly 
and accommodating. And the com- 
pany’s billing system! Why my bills 
are dated so far ahead, I sell my 
slippers even before I pay for them. 


Best In Store 
The best-selling slippers this store 
ever carried. That's WELLCO 
FOAMTREADS. I'm sold on them. 
And so are my customers. And in 
this store, customers are the most 
important people in the world! 





welico 


WELLCO SHOE CORPORATION, WAYNESVILLE, N. C. 


In Canada, ‘‘Foamtread"’ Slippers are made exclusively by Kaufman Rubber Co., Kitchener, Ont, 
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Voice of the [rade 


“Reorders_ kill you,” says ARTHUR 
JAFFE, for 


Jaffe’s Shoe Company in Minneapolis, 


women’s shoe buyer 
Minn. “Invariably, when you send in 
reorders, the factory is out of sizes or 
too busy for immediate cutting. Con- 
sequently, by the time your reorders 
come in, there's only a short selling 
period left. 

“| believe it’s up to the shoe merchant 
to decide at his original buy which 
will be his fast-moving shoes and pur- 


chase his depth of sizes at that time.” 


“Based on experience in this store, we 
would say there are two definite trends 
in shoe retailing.” says ROBERT N. 
LANDRY, manager of the Hub Shoe 
Mass. “One 


people prefer service to self-service. 


Store. Somerset. is that 


This is equally true for men and 
women and especially for youngsters. 
where the parents insist upon fitting 
for their children, 

“Our store is 100 by 60 feet and is 
located in a new suburban shopping 
center. It was set up for self-service 
hut we found almost immediately that 
people prefer service. This preference 
Was so pronounced that within a few 
weeks we switched to service. Service 
pleases the customers: gives them bet- 
ter fitting. It gives us a chance to 
work for multiple sales and to trade 
up the business gives us a better 
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chance to become acquainted with 


our customers, 

“The other conclusion is that evening 
hours are here to stay. While we are 
open daily, from 9:00 A.M. to 9:00 
P.M., we do an important part of our 
business during the evenings. Actual- 
ly. we often do a whole day’s business 
in three evening hours. 

“As to the specific closing hour 

| would say that 9:00 o'clock is the 
absolute latest time; and 8:30 would 


No late 


the store is open, there will always be 


be preferable. matter how 
a few stragglers. Therefore, it is well 
to set a closing time and adhere to it.” 


“DARK. GLOWING AND DEBO- 
NAM. 


page Men’s Fall Fashion Section fea- 


was the theme of the ten- 


tured in The Courier-Journal (\Louis- 
Kentucky ) 


launch the new 


month — to 
Editorial 


ville. last 
fall season. 
copy emphasized the new look of quiet 
elegance in suits, headwear, acces- 
sories. shoe styles. sportswear and for- 
mal attire. 

This editorial approach had been very 
successful for spring selling and the 
paper decided to follow the same _pat- 


tern for the fall and winter season. 


“In the past few spring seasons. colors 
black 


played down by children’s shoe re- 


other than and white were 


tailers. Today. children’s clothing is 
more colorful and therefore demands 
ereater coordination in shoes. 

“Although black and whites still re 
main the primary colors, both pastel 
high- 
lighted in our spring line.” says JACK 
A. INTRATER, sales manager of the 
Rockingham Shoe Company of New- 


market, N. H. 


“Now. more than ever. there seems to 


and shocking colors will be 


be a predominant trend toward the 


BOOTaNnvdDSHOE 


RECORDER 


chil- 


Styles will emphasize 


styled women’s appearance in 


dren’s shoes. 
lower T-straps, instep ties and straps, 


more tailored ornaments.” 


Sales training —with an Old World 
flourish! The AP reports: “Walk into 
big Japanese department 


any store 


and youll hear the same refrain 
al- 


most monotonous repetition: “Thank 


in Japanese, of course with 


you for so frequently honoring our 
store with your presence. Vhe trans- 
lation may be somewhat literal, but it 
is symptomatic of a politeness cam- 
paign that makes the western rule of 
the customer always being right ele 
mentary by comparison, 

~*Thank you for so frequently honor- 
ing our store with your presence.’ It 
comes from the elevator operator, the 
escalator attendant and precedes all 
announcements on the store’s public 
address system, 

“Stores take the politeness drive in 


know 


One personnel manager reportedly told 


earnest for they it affects sales. 
a group of recruits: ‘We'll have to first 
make ladies and gentlemen out of you 


before you are of any use.’ 


In the Iwo. we have 
quoted the 
sumer (B. B.D. & O. personnel) re 
plies to the query: “Jf 
had 


please 


past issue or 


varbatim some. of con- 


recently you 
have had a good or exvpertence 
huying tell us 


We do not want to belabor 


when shoes. 
about tt.” 
the situation but we do feel that per 
haps shoe manufacturers and retailers 


would like to get the reaction of the 
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consumers. Here is what they are 
saying: 

“| bought a pair of shoes. 
After having them two months, they 
hegan to rip from the sole. Returning 
them to the store with the thought in 
mind of a rebate, | was greatly sur- 
prised when they offered me a new 
pair. The surprise was mainly be- 
cause the two months | had them, it 
had rained a good deal and even 
though they had never been worn in 
the rain, I did not expect them to take 
my word for it. . . . However, without 
any question at all, they offered the 


new shoes. 


4 " * 


“| BOUGHT A PAIR of plain black 
black 
leather was painted, I believe. They 


took them back and sent them to the 


nubby leather shoes. The 


manufacturer. I took them a second 
time and the leather still peeled. They 
wanted to take them back again but | 
wouldn't let them. They would not 
replace the shoes or give me a refund. 
So, in the end, I threw the shoes out. 
They had only been worn about a 
week in all. 
Better 


| reported them to the 
Business Bureau but nothing 
has been done.” 
a % 

“J am never going to buy another pair 
of ‘sale’ shoes again—so help me; or 
rather, help my feet! Falling for an- 
other sale, as | do so often, I recently 
final sale. 
They didn’t have AAA, my size but 


purchased four pairs 


they did have these fabulous ones in 
\AAA, so I took ’em all. What hap- 
pened? In the morning, they feel fine 
hut by the end of a tiring day the 
shoes are pinching so that IT walk as 
though I were crippled and I have 
developed corns. So, instead of four 
pairs of shoes that don’t fit me. my 
expenditure of money for these four 
pair, would have purchased two good 
pairs expertly fitted by a regular shoe 
salesman. On sale shoes. needless to 


say, the sales people don’t care 

whether the shoes fit like boxes or 

like Size 10 in a Size 4 sample shoe.” 
4% ¥ 2 

“My experience has been bad. It is 

almost impossible to find good-looking 

widths 


styles in narrow (quads o1 


quints) at reasonable prices.” 
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Profile .... 


by ESTELLE G. ANDERSON 





PHILIP WEXNER 


HEY told him he was crazy and no wonder! Back in September 
1946, when shoe rationing was still in effect and retailers were fran- 
tically knocking on doors to get shoes . . . any shoes that were 

available, Phil Wexner was on the telephone asking some of his “outside” 

manufacturers if they would dispose of the shoes that he had ordered. 

These were not his regular resources! They were outside sources . . . the 

“war babies” and they gratefully accepted the cancellation for they 

. at any price! Within a week’s 

time, he had cancelled a quarter million dollars’ worth of shoes. WHY? 

He sensed that produc- 


had customers who were anxious to buy 


Because he saw the way events were shaping up. 
tion was catching up with demand and once rationing was lifted. doubtless 
the market would be over-supplied. It’s the chance he took . . . win or lose! 
That's just one example . a fleeting insight into the interesting and 
exciting business career of Philip Wexner. president of Wexner Bros.. 
leased departments throughout the south. There are many other incidents 
and instances that point up the broad thinking and approach that have 
earned for him the reputation of being a most astute business man and a 
strong subscriber to the idea: “The purpose of business is profit.” 

Phil was born in Little Rock, Arkansas. in May. 1901. At the age of 
twelve. he started to work at Ike Kempner’s as a bundle wrapper. stock boy, 
salesman. His brother, Henry. worked at Kempner’s too. Incidentally, the 
roster of names of those who were initiated into the shoe business at Kemp- 
ners of Little Rock, Ark., reads like a Who’s Who of the shoe industry 


.. Jimmy Kempner, Sid Lazarus of Okla- 


homa City. Dave Finefeld of Birmingham. Some day we hope to put the 


(to coin a nice, fresh, phrase) 


spotlight on these men for they have all achieved outstanding success in 
the shoe industry proving that Kempner’s was the ideal training 

eround, 
However. we should not digress. This is Phil Wexner’s story. In 1930 
Phil and his older brother, Henry, formed a partnership—Wexner Brothers 
[CONTINUED ON PAGE 61] 
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llth Store Opened by Hahn 


Family-owned chain, founded in 1876, continues its expansion 


program with new store in Baltimore Shopping Center. 


ILLIAM HAHN & COMPANY has opened 

its eleventh store, in the Westview Shopping 

Center on the outskirts of Baltimore. This is 
a family-owned company which started selling shoes 
in 1876. when Ulysses S. Grant was President. 

The new store is the second in Baltimore (Hahn 
has been operating downtown since 1918) and_ the 
third in Maryland. Other Hahn stores are in_ the 
District of Columbia and nearby Virginia. In_ the 
spring another store will be opened in Maryland. 

The new Westview store is the product of imagina- 
tive design by Tyler. Ketcham & Myers. architects 
Store area is about 5,000 square feet. The front is 
field stone and elass—mostly glass. The moment a 
customer gets inside he is treated to a panoramic 
view of the whole interior. 


| CONTINUED ON PAGE 50] 





rae ° a. Now—Shoes For All The Family 
tbove: The front of the new Hahn Westview Store is of field 


stone and glass—-mostly glass. | LAI IN'S At Ww I< S T y Ik: W! ! 


Right: View from the front, showing the men’s department on 

the left and the accessories department on the right. Men’s sec- 

tion is panelled in oak. Below: Looking forward from the 

rear of store. The children’s department is in the foreground ve On Our Opening Specials! 
and the women’s department is beyond it. nevi ain Cate 


oo 





This double-page spread was run the day 


hefore the opening 





Lets Put America 


Let’s sell the idea of walking. And along with that, 


let's sell more and more shoes—walking shoes. 


Walking is a great panacea for human ills. It can 


also be a great stimulation to your business. 


Stroller suit by 
David Kidd 


sisting of dress and 


con- 


3l-inch length jack- 
et in  Forstmann’s 
diagonal 
black 
mohair tweed. Sally 


hat. 


stripe 
and white 


Victor fox 
Retailers As- 
their “National 


Bernice Fitzgibbon sounds the 


Shoe 


\ the 


sociation s 


of the National 
September 


News.” 


America to re-discover the use of its feet and to 


pages 
issue of 

Footwear 
call to 
learn the pleasure and profit of walking. Shoe people. 
“You 


walking is 


“start selling walking.” 
that 


have got to get 


she savs. should 
buyers 
You 


people to walk to work. to school, to the supermarket 


first job is to remind shoe 


smart. fashionable and = chic. 
and out to the heaths and meadows. You have got to 
tell them walking is socially advantageous.” Her second 
strong argument in support of walking is to point to 
“Walking is one of the 
greatest forms of preventative medicine. And that is 
fact.” 
of selling 


its health-promoting effects: 


Finally. she drives home the 
that they 


a sound medical 


customers shoes 


a, 
J Fs 


necessity can 


walking heel. 


Two-tone tie on stacked leather keg 


Villerkin. 


walk in. And the upshot of all this new chic, new 
health and new availability of comfortable walking 
shoes? More pairs sold as customers wear out shoes 
faster. 

In Europe people have never stopped walking. In 
Switzerland, in Germany, in the old Russia, in England 
walking has always been recognized as a_ pleasurable 
walk 
because they enjoy walking, because it makes them 
think better. 
me of walking expeditions in which her entire family 


recreation, People walked—and continue to 


feel better and \ Swiss girl once told 


joined. Couldn't this idea become another form of 


have heard so much? 


like to 


rushing along. 


togetherness of which we 


Beneficial walking, we should add. is not 
strolling, neither does it need to be 
The happiest results come from a good steady pace 
neither too fast nor too slow and continued for at 
least half an hour, preferably longer. 

Miss Fitzgibbon makes a strong point of walking 
lo work, to school, to market and these are practical 
ideas for getting people back on their feet by giving 
them a useful objective. It is a start in the right direc- 
tion. Town walking is better than no walking at all. 
So, instead of a bus. a car, a taxi or the subway for 
that five. ten or fifteen blocks, let milady put on her 


heel 


independence that goes with riding shank’s mare. 


prettiest, medium town shoes and claim the 


Contrast trim of black patent leather 
on this town spectator pump, 14/6 
heel. Cellini. 


Boot and Shoe Recorder 


















Even more important, however, from the point of 
view of health of mind and body and an increase in 
pairage sold, is re-educating people to the realization 
that walking is fun and an excellent sport. What is 
half the charm of golf? Isn’t it walking over beautiful 
country-side and feeling the turf under one’s feet, fai 
from crowds and traffic? (And here, by the way. is an 
idea for a community project—providing foot paths 
for enjoyable walking, now almost restricted to far- 
away places or golf courses. ) 

In showing several styles here that are not country 
walking shoes we have aimed to point out the need 
to emphasize the possibility of getting women on their 
feet again in cities as well as in suburbs. small towns 
and real country. As we have already said, city 
dwellers have many opportunities to substitute shank’s 
mare for buses, taxis and subways. Besides the plea- 
sure of such walks—usually short ones—they are 


sometimes the quickest way of reaching a destination 


Vewton Elkin. 


/ 


/ / | / 
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Town walking shoe in patent leather 
with grosgrain bow, graceful low heel. Low heel two-tone tie for city-country 





by ELEANOR M. RUTTY 


on its Feet Again .... 


“Pimlico,” tailored pump on 14/8 “Promenade,” a_ three-eyelet hand- 
| heel, square toe last. Hill and Dale. sewn town and country walking te, 
on rib crepe sole and 10/8 heel. A 


W hisper-Steps by Viner. 
\ 





no pushing a streetful of traflic along while the con 
veyance stands in line. Apparel manufacturers have 
paved the way for you with their new “walking” o1 
“stroller” suits. very new and very smart. 

In conclusion. let us look at this whole question of 
encouraging women to do more walking from your 
point of view of more shoes sold. It is obvious that. 
not only will shoes need replacing more often when 
they are worn on more active feet, but here is the 
opportunity of selling your customers a larger shoe 
wardrobe. If, up to now, she has thought of walking 
shoes solely for out-of-town wear, you can now point 
to the new fashionable interest in town walking and 
walking clothes. If she is strictly a city dweller. here 
is a new kind of shoe to sell her-——on a lower, perhaps 
more substantial heel. If she is an in-and-out-of-town 
person. you must sell her more than one kind of 


walking shoe. If she lives out of town, you can en- 


courage her to walk more. 






active walking. Heydays. 








Extreme left (top to bottom) 
Show-Offs in mesh on 8 
heel; Slipons by Phyllis, Bill- 
ken. Stride-Rite. 


Above: T-Strap Emphasis 
(left to right) Pied Piper, 
Robin Hood, Buster Brown: 
Party Goer’s white T-strap. 


At left : MoreT’s. patent leath- 
er, heel interest: Edwards: 
{merican Juniors, Five Star: 
Beau Ties; Blue Bonnet. 


PHOTOGRAPHS 
by GEORGE PELZER 










































Are Lighter, Trimmer a 


Ais IS AN AGE OF SPECIALIZATION 

and those manufacturers and retailers who 

anticipate the sales potentials of catering to 
specific groups will profit commensurately. Popula- 
tion statistics are always an excellent starting 
point and, for the past eighteen years, the birth 
rate has continued to set records. What is im- 
portant now is that each passing year moves the 
babies along the age cycle from infants to  pre- 
teens and through the teens. 

\pparel manufacturers led the way in separating 
these groups with specialized styling for each 
segment. Not only did they separate the girls from 
the boys but the youths from the men and_ the 
eirls from the misses. 

Shoe manufacturers have not been laggard. 
They too have designed and styled their shoes to £4 
meet the needs and preferences of each group. 

Most of the shoes have common denominators 

chiefly: lightness. tapered lasts. The trend toward 
lighter construction is increasing. In fact, cements 
have become very important even in basic types. 
Square toes appear more frequently than ever 
before—in the girls’ and misses’ lines as well as 


in the boys’ and youths’ lines. 


by ESTELLE G. ANDERSON 


fhove right: (clockwise) 
Footrait’s 2-strap Vanilla Ice: 
Jumping Jack’s peaked slip- 
on: Red Goose’s brown & 
beige T-strap; Child Life's 


one-strap with stitching. 


At right: Variation of straps 
(left to right). Swivels by 
Dr. Posner and Stride-Rite: 
Storybook’s shaped heel; red 
patent swivel by Poll Parrot: 
low T-strap by Lazybones. 


Eatin igen a 


At right: (left to right) Gerberich- 
Payne’s Duocorde vamp treatment; Wm. 
Brooks’ fluted vamp; G-P’s five eyelet, 
flat seam underlay plug. Huth-James’ 
brushed leather boot. 


Below: (left to right) Pro-tek-tiv’s plain 
toe oxford: American Juniors’ smooth 
and grain; Perforations on vamp by 
Acrobat; Step Master’s 3-eyelet moc. 
toe oxford. Kali-sten-iks’ dirty buch 
oxford with black crepe sole. 


Bottom—extreme right: (left to right) 
Square toe and varied vamp treatments 
by Weather Bird; Storybook; Jumping 
Jacks and Five Star. 


Theres Spring in New 


Spring-Summer 1959 lines of shoes 


reflect a consistency on the part of 
manufacturers in connection with 
style trends, construction, — patterns. 
leathers, materials and colors. It’s a 
good omen, for by concerted efforts 
and promotions, quicker and _ bette: 
turnover is more likely all the way 
from the manufacturer to the retaile: 
to the ultimate consumer. 

In boys’ lines, the basic shoe will 
continue to be the moccasin front type 
with varying plug treatments—perfo- 
rated, grained on smooth, fluted or 
stitched. Plain toes or off-center seams 
and military monk strap types look 
good. Other styles include Guantone 
and closed seam patterns. stitch and 
turn. 

Black continues to overshadow all 
other colors. It is expected that the 

[CONTINUED ON PAGE 66] 
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Girls’ sports shoes: At left (left to right) 
Fleet-Air’s seamless U-throat; — Pied 
Piper’s plain toe; Skip-Fze gray and 
plaid saddle oxford with Shu-Loh 
closure; Altschul’s ghillie. 


Above: Left to right: Saddle Oxfords by 


Simplex, Ephrata, Edwards, Dr. Posner. 


Black nylon velvet and = smooth by 
Jumping Jacks. 


Shoes for Boys and Girls 


ivestock and Slaughter 
Outlook for 1959 


Cattle Numbers Move lt p 


1958. 


Situation 


\ugust. Livestock 
Veat Bulletin 


has predicted that the cattle popula- 


nits 


and 


tion of the United States as of Janu- 
1959, will be to thre 


million head larger” than at the star 


ary l. “two 
of 1958 when the total was reported 


as 93.967.000. The question is not 
\vriculture is correct in ex- 
but 
the face of currently available data. 
the 
backwards. It 


might 


whether 


pecting an increase whether. in 


Department isn't leaning ovei 
seems to me that the 
prediction more reasonably 
have been for a probable increase of 
from three to four million head. 

To estimate the size of the change 
in livestock to 
first, were 


born during the year and second, how 


inventory you need 


know. how many calves 
many cattle departed this world in 
the same period, It is Avriculture’s 
estimate of the second of these two 
factors that I question. 

Data for 1958 are still in the pre- 
liminary or estimated stage. Data for 
1957, however, though they still may 
be revised to some extent, are all in 
and can be examined not only to see 
how the figures are used but also to 
serve as a basis for judging the 1958 
estimates. It should be noted here 
that exports and imports are not in- 
cluded in these calculations nor were 
they used by Agriculture. It is doubt- 
ful if their exclusion has any effect 
on the computations. 

Using the official Department of 
Agriculture figures, we find that cat- 
1957. 
and of 
93.967.000 


tle numbers as of January 1, 
totaled 94.502.000 


1958. 


head 
totaled 


as 


January 1. 


42 


by EDWARD L. DREW 


Mr. Drew, who was economist for Tanners’ Council of 
Hk Department of Agriculture America from 1929 to 1956, takes issue with recent Depart- 


ment of Agriculture estimates of cattle population and 1958 


slaughter rate. A short supply of calfskins and hides this 


year will prove inadequate to absorb any pick-up in demand 


from the anticipated turn-about in shoe production. The 


fast build-up in cattle numbers, however, is laying the 


ground work for a sharp expansion in slaughter and an 


easing of supply by 1960. 


The 1957 
Calf Crop. according to Agriculture, 
11.007,000 head. If the 
cattle inventory declined by 535,000 
the total 
calves slaughtered or lost by acci- 
dental death must have totaled 41.- 
542.000 head. Of this total Agricul- 
ture reports regularly on the number 
Its 
mercial slaughter figure was 39,451.- 
000 made up of 27,089,000 cattle and 
12.362,000 calves. 


tween 


head. a decline of 535,000. 
amounted to 


then number of cattle and 


slaughtered for meat. 1957 com- 


The difference be- 
slaughter and the 
is 2,091,000. This 
total of (a) farm 
slaughter and (b) death losses. 


commercial 
total disappearance 


must represent the 


The 1957 inventory statement on 
cattle looks like 
this: 


numbers. therefore. 


Inventory 1/1/57 
Added to herds during 


94,502,000 

1957 41,007,000 
Total 

Deducted from 

during 1957 

Commercial slaughter 
Cattle 27,089,000 
Calves 12,362,000 


135,509,000 
herds 


Total 
Farm kill and death 
osses 


39,451,000 
2,091,000 
Total deductions 41,542,000 


Inventory 1/1/58 93,967,000 


When the Department Agricul- 


ture set up its figures for 1958 it 
that the 

probably show an increase of 2 to 3 

1958. 


pre- 


stated population would 
million over the January 1. 

total of 93,967,000. Now the 
liminary figure on the 1958 calf crop 
is 40.872,000 head. If 
bers by January 1, 1959, are to be up 


cattle num- 


hy 2 to 3 million, then Agriculture 
must be estimating a total disappear- 
ance of from 38,872,000 to 37.872.- 
O00 head, i.e. 2 to 3 million 


less will disappear than were born. 


head 


Agriculture has also estimated the 
1958 commercial slaughter of cattle 
and calves, leaving the entire spread 
of fall the 


farm kill and death loss segment of 


one million head to on 
the total disappearance. 

Before the slaughter estimates are 
looked into, let us see what Agricul- 
ture’s figures must work out to with 
respect to this residual factor of farm 
kill The Depart- 


ment that commercial 


and death losses. 
has estimated 
slaughter in 1958 will total some 35.- 
950,000 head, made up of 25,300,000 
10,650,000 This 


slaughter total compares with the two 


cattle and calves. 


figures on total disappearance noted 
[ CONTINUED ON PAGE 62] 
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New Directions 





In Men's 59 Styles... 


The Blucher in moc front and plain toe treatments is at the summit of fashion accep- 
tance. Slip Ons are freshened by squarer toed lasts, squarer edge trim, decorative 
stitching. Grained Leathers grow in popularity. Moreover, the American male is be- 


coming receptive to styling suggestion. 


 PRING and summer 1959 offer the shoeman a 
golden promotional opportunity. Changes are 
taking place in the character of the American 
people. These changes and their happy significance 
to the shoeman are reflected in many thought-pro- 
voking anecdotes reported in the daily press in reveal- 
ing items like these: 

An industrial traffic manager in St. Louis, surveying 
his 1956 Buick says: “Sure we thought about a new 
car this year but it didn’t seem right with so few 
really fine things inside the house.” 

A commodity manager for a large New Jersey food 
packaging firm who turned down a promotion because 
it meant a move to the West Coast explains: “It 
would have meant pulling our teen-age son out of 
school again. We didn’t feel we should do it to him.” 

In effect, say the horde of journalists, marketing 
and others who 


analysts, psychologists. clergymen 


probe for meanings behind the hustle and bustle of 
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by RICHARD C. EDSTROM 


Photograph above: 

The casual picture is softer than ever, soft in material, in 
texture and construction. Glovey, smooth-finished elks and 
finer nap reversed leathers are favored. Soles are heavy 
bouncy and microcellular. Leather-covered low platforms 
are seen; an innovation is the featherweight blucher modeled 
after the rehearsal shoe in which the upper leather is used 
for the outsole. Shoes are, foreground; Bates Shoe Co.; rear, 
left to right: Wolverine Shoe & Tanning Corp.; Rand by 
Roberts, Johnson & Rand Div., International Shoe Co.; 
Bates; Sand Desert Khan, Clarks of England. 

everyday life, Americans are behaving a little more 
like Kuropeans. We are buying but with a sharp eye 
for quality and for bargains. We are still seeking “The 
Good Life” but we are seeking it less through the 
acquisition of luxuries and more through their wise 


employment. Americans are putting more emphasis 


on education and finding a balance between job and 
family, and less on going somewhere in a hurry. 
is the fact 


But of greatest interest to the shoeman 


that Americans are seeking more intimate ways of 


[CONTINUED ON PAGE 60 








Slipons and moc types are as firmly en- 
trenched as brogues and bals for street and 
dress wear. They resemble less and less 
the original of the casual shoe, leaving 
open the avenues for promotion of casuals 
as strictly leisure footwear. 


Left: Squarer toe lasts and squared trims are in evidence. 
Fine stitch rib effects are featured on aprons and lace stays. 
Styles shown are, top to bottom: House of Crosby Square Div.. 
Mid-States Shoe Co.; Jarman Shoe Div., General Shoe Corp.; 
Bates. 


Center left: Ventilated types are stronger. Woven leathers, 
embossed woven effects and pin perfs are used extensively. 
Shoes are, left to right, Style Shoes, Plymouth Shoe Co.; 
W. L. Douglas, General Shoe Corp.; Edgerton, Nunn-Bush 
Shoe Co. 


Above: Straps are strong and in- 
terest focuses on buckles. Fore- 
ground: Plymouth; Rear, left to 
right, Edgerton; Bates. Left: Sur- 
face interest grows in leathers, nylon 
meshes and woven effects: Left, top 
to bottom, Winthrop Shoe Co. Div.. 
International Shoe Co.; Stetson Shoe 
Co. Right, top to bottom, York- 
town, Gardiner Shoe Co.; Nunn- 
Bush; Stetson. 





tbove: Two by Florsheim Shoe Div., Interna- 
tional Shoe Co., and foreground, Winthrop. 


Right: Slipons have become slimmer with 
higher tongues and squarer toes and effects. 
L. to r., Crosby Square; Weejuns, G. H. Bass 
& Co.; Freeman Shoe Corp.; British Walker, 
kK. E. Tavlor Corp. Foreground: Stacy-Adams. 


fbove: Tongues and throats are 
higher. L. to r., Lion Sandals, Ine.; 
Westboro, Peters Div., and Rand of 
the Roberts, Johnson & Rand Div. 
International Shoe Co. Pedwin, Brown 
Shoe Co.; John C. Roberts, Fried: 
man-Shelby Div., International. Fore- 
ground; Weyenburg. 


Right: Perforations carry design bur- 
den in bolder ventilated picture. Top 
to bottom: Stacy-Adams Co.; Win- 
throp. 





© gg Ao tdiow's 


{bove; Severe contrast in sportswear, the growing acceptance 
of blazers, and lighter flannel and doe skin slacks indicate a 
return to whites and combinations in dressier lace patterns 
and more conventional looking casuals. L. to r., A. E. Nettleton 
Co.; Stacy-Adams; British Walker. Foreground: Nunn-Bush. 


thove: Trends in whites and combinations follow the general 
pattern direction, The square toed last on a moc base with 
sabot strap is interesting and new. White is used sparingly 
in combinations in areas which are easily cleaned. Perfs are 
seen as are white shrunken plugs in combination with browns 

such as dark Oak and Hemlock. Left to right, Roblee, 
Brown Shoe Co.; Roblee; City Club, Peters Div., Interna- 


tional Shoe Co. Foreground: Edgerton, Nunn-Bush Shoe Co. 


Below: The square toe and more 
tapered lasts offer new possibilities for 
apron treatments in moc types. The 


apron line continues to the backstay 


in an interesting circular seam broken 
by the lace stay. Top to bottom: Bally, 
Inc., Freeman Shoe Corporation. 


Below: Comfort has not been over- 
looked in spring styling. Soft deer- 
skins are used in high-riding moc- 
casin types. Trim-fitting plugs with 
four eyelet V-throat closures are seen. 
Cushioned comfort is enhanced by the 
use of extra soft glove linings and 
cushioned inner soles. The two shoes 
presented are products of the Danvers 


Shoe Company. 
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Right: Never has pattern 
line been so important in 
styling, particularly in slip- 
ons and laced street types. 
The asymmetric or swirl often 
uses two materials for its ef- 
fects. The use of symmetric 
lines—also seen—makes for 
well proportioned foreparts. 
Top to bottom, left: Calu- 
met, Leverenz Shoe Co.; Bob 
Smart, Craddock-Terry Shoe 
Corp.; Jarman. Right: Cal- 
umet; Plymouth Shoe Co. 
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fhove: Styles for the younger man accent the moc front in a 
variety of materials. Left to right, three stvles: WoL. Douglas 
Weevenburg; Yorktown; and an ingeniously detailed bold tip 


stvle by Pedwin, Brown Shoe Company 


fhove. left: Squared effects in strap models above a square 
toed last, and squared trim in contrast with conventional 
curved line moc styling, are used on more tapered lasts. Top 
to bottom; Jarman; Nettleton. Left: For the young man who 
prefers rugged styling boldly detailed moc-types embodying 
many of the classic details of sturdy camp shoes, and using oil 


treated Elks, are seen. Shoes by John Addison Footwear. In 





Baker Reporting 
from Washington 
CONTINUED FROM PAGE 26] 

customer. The FTC points out that 
an ad may be misleading in its en- 
tirety, even though each sentence 
individually would be literally true. 
“This may be because things are 
omitted that should be said, or be- 
cause the ads are printed in such 
a way as to mislead,” the FTC says. 

Consider that advertisements are 
not intended to be carefully dis- 


sected with a dictionary at hand, 


but rather to produce an impres- 
sion upon prospective purchasers. 

Keep in mind that whether or not 
the advertiser knows the ads are 
false, “the deception of purchasers 
and the diversion of trade from 
competitors is the same.” Thus, re- 
tailers will be responsible for ads 
prepared by suppliers or agencies. 

Consider that a deliberate effort 
to deceive is not necessary to sup- 
port a charge of using unfair meth- 
cds of competition. 

The nine-point guide lists the fol- 
lowing practices which will be con- 


QUALITY 


boys’ shoes that 
give you 
STEADY PROFITS and 


GENUINE 
TALON 


SHU-LOK” 
FASTENER 


#9461 


Black smooth 
leather oxford 

with TALON 
SHU-LOK() fas- 
tener, Pacifate 
twill lining, Nylon 
stitched, Combina- 
tion last, Goodyear 
welt. IN-STOCK, B, 
4 to 7; C, 32-7, D, 
3 to 7. 


GUARANTEED “RiP. 
PROOF" NYLON 


CLOSED SEAMS \ 


check these 
unique 

features for 

longer wear 


WIDE VARIETY OF 
LONG-LIVED OUT SOLES 


Write today for 


FREE 
IN-STOCK catalog! 


GENUINE LEATHER 
WELTING 


STEADY CUSTOMERS! 


Brooks boys’ shoes have unique construction 
features that guarantee their long wear, fine 


fit 


and genuine comfort. They’re espe- 
cially crafted to stand up under the 
rough use boy’s shoes receive, and 
give the kind of wear that brings 
customers back! If you sell 

boys’ shoes, you owe it 
to yourself to investi- 


gate Brooks! 


DOUBLE TOP 
STITCHING 


GENUINE LEATHER 
QUARTER LININGS 


“BROOKSY” 


GENUINE ANALINE 
TYPE LEATHER UPPERS 


GENUINE LEATHER 
INSOLE 


~ "“TIP-TOE” BRASS 
NAILS LOCK SOLE 
ADD EXTRA WEAR 


THE WILLIAM BROOKS SHOE CO.— NELSONVILLE, OHIO 


“World’s largest independent manufacturer of boys’ welt shoes” 


sidered illegal price trickery: 

Claims of savings represented or 
implied on similar or comparable 
merchandise, rather than on a spe- 
cific article. Savings claims must 
be based on a reduction from the 
“usual and customary” retail price 
in the trading area where the state- 
ment is made or from the adver- 
tiser’s regular price. 

Merchandise advertised as _ re- 
duced in price if the former higher 
price is based on an 6 artificial 
mark-up. The former price quoted 
must be the one that immediately 
proceded the new bargain price, 
and if not, this fact must be clearly 
stated. 

Comparative prices for compara- 
ble merchandise unless the claim 
clearly refers to comparable arti- 
cles, and not to the article being 
sold. 

Special sale prices which do not 
represent a “bona fide price reduc- 
tion from the seller’s customary re- 
tail price” or from the regular 
price in that trading area. 

“Two-for-one sales” claims, where 
the sale price for the two articles 
is not the usual retail price for a 
single article. 

So-called 1%-price or 50 per cent 
eff or 1¢ sales which are not fac- 
tually true. If they are conditioned 
upon the purchase of another ar- 
ticle, this must be “conspicuously 
disclosed.” 

Products advertised as being sold 
at “factory” or ‘wholesale’ prices 
unless they are actually offered at 
the same price that retailers regu- 
larly pay. 

Articles “pre-ticketed” with any 
price figue that exceeds the price 
at which the article is usually sold 
in the trading area. Persons fur- 
nishing fictitiously high price tags 
or display placards equally 
guilty with the retailers who use 
them. 

Comparative prices in the sale 
of goods described as imperfect, ir- 
regular, or seconds unless’ the 
higher comparative price is con- 
spicuously disclosed as being for 
similar goods in perfect condition. 

Many retailers are protesting 
that the rules will outlaw the nor- 
mal and honest use of terms such 
as “usually” and “regularly.” In 
addition, they contend, private 
brand pricing will be questioned in 
price comparisons. 

[CONTINUED ON PAGE 50 | 
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Don't Miss the “Over Thirty” 
Casual Market 


by ARTHUR R. CAMPBELL, JR. 
Shoe Buyer, Watt & Shand, Lancaster, Pa. 


Over half the women who come into your 


store are over thirty. They are buying more 


casuals every year but they may be buying 


them in another store. 
ARTHUR R. CAMPBELL, JR. 


HE old adage of “having the right merchandise. 

at the right time, at a price people are willing 

to pay” is still sound retailing. But what is the 
“right merchandise” and how can we be sure of the 
“right price”? 

Of course, we know the lines and styles that sold 
best last year in the various shoe categories we carry: 
and we know our current best sellers. But could there 
be a broad group of people we are missing entirely 
without knowing it? Are people whe should be our 
customers going to another store simply because we 
don’t carry what they want at a price they're willing to 
pay? These are important questions that should be 
investigated and answered by every shoe store and 
department. The shoe department at Watt & Shand, Lancaster, Pa. 


This is the largest store in the city and has modern 
and beautiful equipment. 


The past spring and summer seasons have been 
disappointing to most retailers, as well as to the shoe 
industry in general. It has been difficult: to: maintain 
volume; and few were able to increase it over last 
year’s figures. Retail traflic in shoes—-the actual num 


New! Smart “Suburbans” . . . so comfortable! ber of people entering stores to shop has been down 


Easy Walkers fm C4 ) somewhat. It is plainly time to take a good, long look 
Sete ay at our operations and analyze the categories and lines 
with Foam Cushioned Arch : - . : 

we stock. At the same time, let’s examine the entire 

VERY SPECIALLY PRICED AT : : : 

shoe field and see if there are other categories we 
should carry but don't. 

This approach was taken in our medivm-to-bette: 
grade shoe department at Watt & Shand, Lancaster. 
Pa. It is the largest store in a smaller city (less than 
70,000 population) and is considered very modern 


with a beautiful physical plant. 
Running just a few styles in an ad, with the best styles 
very large, really pulled. These ads reached the par- ; a 
ticular group of women the store was trying to sell. | CONTINUED ON PAGE 06 


The analysis of the shoe department showed some 
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iith Store 
Opened by Hahn 


CONTINUED FROM PAGE 35] 
The men’s department is panelled 

in oak. It is illuminated by recessed 

To the right is the 


section. Walls there are 


down lights. 
accessory 
oyster white. 

Spotlights are both recessed and 
are of white 


adjustable. Fixtures 


formica with polished brass trim. 
In the 


modulates 


women’s section the decor 
down to neutral green, 


and there are more recessed down- 


lights. The partition between the 
selling area and the stock room is 
divided by three white formica dis- 
play units. 

The ceiling throughout is acous- 
tical tile. The floor in the vestibule, 
accessory section, and in the main 
traffic aisle, is white terrazzo with 
black diamond _ inserts. Other 
areas are carpeted. 

Chairs are walnut. There are two 
cashier and wrapping units. One 
is at the store front, the other be- 
tween the children’s and women’s 
section. 


The “Sellingest” Line 
for 759! 


1959 canvas and casuals for the whole family .. . with customer appeal 
in every pair... at prices that spell out added volume. Selections that 
reflect fifty years of Converse experience in producing 


style-and-quality footwear. 


WAIT FOR THE CONVERSE MAN... 
He has what's worth waiting for in his 1959 
sample case of Canvas, Casuals and Coolettes. 


CONVERSE RUBBER COMPANY watoen 49, massacnuserts 


Chicago Branch: 2000 Mannheim Road, Melrose Park, III. 
100 Freeway Blvd., So. San Francisco « 241 Church St., New York 13, N. Y. 


The new store is altogether one 
of the most handsome units opened 
on the eastern seaboard in recent 
years. 

Pre-opening promotion included 
such items as direct mail to pros- 
pects in the area. About 41,000 
gold-on-white “cordial invitation” 
pieces were sent — along with 
charge acount application blanks. 

The fact that Hahn already had 
a_ well-known Baltimore 
made the preliminary advertising 
exceptionally effective. Downtown 
items could be—and were—incor- 
porated into announcing the 
opening. Brand-name_ ads 
used. 

The store is managed by 
William Hahn, a grandson of the 
founder. Opel White, manager of 
the downtown store, is general su- 
pervisor of Baltimore operations. 
President of the chain is Gilbert 
Hahn. End 


store in 


ads 
were 


new 


Baker Reporting 
from Washington 
[ CONTINUED FROM PAGE 48 | 

The rules, however, were put into 
effect when and were not 
subject to protest or hearings, at 
least initially. 

The rules apply to catalogs, price 
lists, and all types of advertising. 


issued, 


A new wave of anti-business and 
anti-industry laws may be in the 
making. At least, some Republican 
members of the Senate and House 
are glumly (but privately) predict- 
ing the advent of a noisy, left-of- 


| center new Congress come January 


that will make it harder than ever 
for a businessman to make a buck. 

If the experts are reading the 
signs correctly, the voters are in a 
mood for more federal money and 
more federal control. This means 
a predominantly Democratic Senate 


and House next year. The existing 


Republican majorities are in seri- 
ous danger of being chopped down 
still further at this November's 


| elections. 


Republican leaders, alarmed at 
this grim prospect, are hoping to 
build some hold-the-line alliances 
with Southern Democrats in the 
hope of stemming any anti-business 
tide. A weaker Taft-Hartley labor 
law, and federal price controls all 

[CONTINUED ON PAGE 59 | 
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Boston Fall Volume 
Seen Bigger Than °57 
PRACTICALLY all of 
major retail shoe outlets expect to 
close the fall season with sales fig- 
ures well ahead of last year’s. In- 
creases range from a low of 3 or 4 
per cent to a high of 10 or 12 per 
cent. The average, it is estimated, 
will be about 8 per cent. 


Boston’s 


Three factors have contributed to 
the increases to date: The weather 
which, with a few exceptions, has 
been cool enough to bring shoppers 
into the city; increased purchasing 
power as more and more people re- 
turn to work in nearby industries; 
and, third, sharply stepped up ad- 
vertising campaigns. 

An analysis of the latter, made by 
one observer, shows that retail shoe 
advertising this fall has been not 
only more extensive but more con- 
sistent than for many years. It is 
the opinion of this observer that 
Boston shoe retailers have done a 
better advertising job than any of 
the other apparel groups. 
papers, understandably reluctant to 
give out exact figures, nevertheless 
comment that they are getting more 
space from these sources than they 
had expected. 


News- 


There is, however, one fly in the 
ointment. Many retailers report in- 
ability to get shoes fast enough to 
meet the increasing demand. This 
applies to shipments from factories’ 
instock departments as well as_ to 
make-ups. Merchants say they can- 
not fill in sizes as they should and 
fear lost sales as a result. 

Solby Bayes Company, generally 
conceded to be a bellwether insofar 
as advertising consistency is con- 
cerned, with four and sometimes 
five ads daily in major newspapers, 
has recently been devoting a sizable 
percentage of its space to the pro- 
motion of Selby Arch Preservers, a 
line which this store added earlier 
in the fall. Typical promotion shows 
one shoe such as an open-toe pump 
with an asymmetric bow ornament 
in both smooth black calf and black 
Other advertisements have 
stressed casual types in other lines, 
flexible and soft, in a wide range of 
colors and an even wider range of 
lengths and widths. 

High-style stores 


suede. 


have made good 
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use of advertising in the society sec- 
tions of the Sunday editions. 
Joseph Antell, in the fashionable 
Back Bay shopping section of the 
city, in one advertisement stressed 
two pumps of genuine alligator, one 
with high heel, the other with me- 
dium heel. Both were offered in 
brown or black with matching bags. 


Needle Toe Still Faces 

Uphill Climb at Los Angeles 

RETAILERS at Los Angeles are 
meeting with a certain amount 
resistance to the needle 
The women come in and are shown 
the new styles and remark on how 
interesting they are. They’re sure 
the pointed toes are fine for other 
women but not for them. 
“the new style just 
able” and “besides it makes my feet 


of 


toe shoes. 


Some savy 
isn’t comfort- 
look too big.” 

As a of 


stores are required to stock a 


the 


cer- 


consequence some 
tain amount of open-toed shoes and 
sling pumps. This doesn’t mean that 
the new style hasn’t gone over. It 
is just that there is still resistance 
to such a radical change. 

In the men’s the 
have found the light weight Italian 
type going over very well. 
However, among the men who have 
bought them, there are 
some returning to. the 
brogue shoe for day wear, especially 
those men who must be on their feet 
a great deal. They state that the 
lighter construction give 
them enough support and their feet 
tire very easily. They wear the heavy 
ier shoe during their 
and change to the more flexible shoes 
for evening and casual wear. 

One of the Beverly Hills 


area retailers 
shoes 


and worn 


who are 


doesn’t 


working hours 


men’s 


shoe stores stocked some _ patent 
leather evening shoes as more of a 
gimmick than anything. They reall) 
didn’t expect to sell too many. Much 
to their surprise they have sold quite 
The bulk of the shoes 


wear 


a few pairs. 
that are bought 
are light step-ins or low ties made 


for evening 


up of luster calf or a leather that 
will take a high shine. 

There has been more and more 4 
trend towards buying low shoes for 
children over the age of two. The 
parents are getting away from the 
idea that children have high 
laced shoes at such an early age. 


must 


Retail Promotion Sparked 
By Fair at Chicago 

THE National 

spark retail shoe promotion on the 

Heavy 


Shoe Fair helped 


Chicago retail scene. news- 
paper advertising was keyed to the 
of the Fair in Chicago. The 
Chicago Daily News 


fashion 


week 
published a 
special shoe section in its 
Week-End Magazine, a pictorial sup- 
plement. The Chicago Tribune and 
Chicago Sun-Times also carried shoe 
fashion the 
week-end. Fashion material featured 


forecasts during same 
both current shoes as well as those 
being advance styles shown at the 
Fair. 

Meanwhile local business has con- 
to Out- 


lying neighborhood stores, the sjow- 


tinued gather momentum. 
est to catch up, have had better sales 
during The 
retail picture is considerably ahead 


recent weeks. general 


of and better than a year ago. Shoes 
did not suffer as much in sales drop, 
as some other commodities. There- 
fore, the local shoe sales picture is 
excellent. A few 


FOLLOWING 


spots 


PAGI 


considered 
CONTINUED ON 
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This highly fashionable tie made for Milady, offers the pointed toe and slim, 


slim heel; no hint of dowdiness here. 


Ties such as this one can compete with 


the pump and T-strap. May Company, Los Angeles (8 columns). 
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still report sales running behind. 
The general report, however, is that 
they are at least equal to, and in 
some from 5 to 10 per cent 
ahead of last year. Women’s fashion 
business has been especially active. 
men’s 


cases 


Children’s and business has 
remained about the same. 

In the past few weeks there has 
been some fashion variation in sales. 
Pumps still dominate by far in 
favored style and are expected to do 
so for some time to come. However, 
this has come to mean the pump with 
some trim, different treatment in 
silhouette, or a new material adapta- 
tion. Strap shoes, both T, cross and 
other types, have shown a step-up in 
sales. Multiple sales have been a help 
in upping the total. 

Black suede is extremely active. 

black calf continues to 
comparison with 
was the domi- 


However, 
gain in previous 
seasons when suede 
nant material. Brocades, 
moires, and silk prints have 


been good dressy sellers. Alligator 


satins, 


also 


and other reptiles are consistant sell- 
ers in the tailored class, and even in 
some semi-dressy versions. Formal 
opening of the Lyric opera season 
spiced selling of evening type shoes. 

Marshall Field & Company con- 
tinued its policy of showing shoes 
in actual switching from 
women’s to men’s. A full page was 
given to what was described as the 
rich vi- 
It was also featured 
Men’s 


color by 


“new coffee-bean color—a 
brant brown. 
in special window displays. 
styles, generally, have seen activity 
concentrated in the heavier more 
staple types. Moc square-toe 
mocs, dress slip-ons, stitched straight 
tips, wing tips, and stitched turn 
have drawn interest. 
Plain toe bluchers, bal U-Wing tips, 
and gore slip-ons, with black 
brown fairly evenly divided 
been preferred in the moderate price 
range and middle run stores. 


” 


toes, 


moc-toes also 


and 
have 


Baltimore Selling Holds Up 
After Back-To-School Ends 
BALTIMORE 
and 


pleased 


retail- 
are 


shoe men 

wholesalers alike 
and maybe a little 
prised with the way sales have held 
up after the annual back-to-school 
buying. 


ers 


sur- 


52 


Their business, like that of most 
retailers in the Mid-Atlantic area, 
lagged to a discouraging degree 
during the first half of the year, 
but summer shoe 
stores went better than many mer- 
school 


clearances in 
chants expected, sales to 
children were brisk and buying is 
holding up into the fall. 

The fall selling is proceeding well 
in spite of unseasonably warm 
weather—still in the mid-80’s—and 
seems to contradict merchants who 
hold that you can’t sell heavy shoes 
unless there is a nip in the air. Sev- 
eral merchants who watch buying 
say multiple 
not been numerous this fall, 
that relatively few mothers who 
brought children to be outfitted 
also bought shoes for themselves. 


habits closely sales 


have 


Opinions on how this year’s sales 
compare with those for 1957 range 
all the way from a retailer in a 
neighborhood shopping center who 
said his business was off at least 
10 per cent to the opinion of an 
optimistic downtown merchant who 
beamed when he said his sales were 
at least 10 per cent better than 
1957’s. By far the greater number 
of shoe merchants questioned said 
their business definitely is better 
now than it was a year ago. 

As for wholesalers, one of the 
oldest firms in the city (and in the 


nation, for that matter) said its 


business had improved to such an 
extent the company having 
trouble getting help. One probable 
result indicated by the upswing in 
general business conditions, this 
wholesaler thinks, will be a round 
of price increases in shoes. 

Construction and heavy industry 
in the Baltimore area have not 
perked up quite as much as some 
other phases of the economy, with 
the result that wholesalers are 
moving fewer heavy than 
casual models. 


was 


shoes 


Black Calf Pumps Very 
Strong at St. Louis 

A FITTING-STOOL view of St. 
Louis retail shoe selling finds 
women’s black calf pumps leading; 
strap patterns are making up about 
10 per cent of all pumps sold. 

Children’s shoes are currently 
mostly replacement pairs, cordovan- 
calf or black oxfords for boys, 
brown loafers for girls. Men are 
favoring light construction semi- 
casual moc toe patterns, with black 
outselling brown. Teens continue 
with smooth black flats, smooth 
black T-straps, both in flats and on 
8/8 Louis heels, and sueded leather 
lightweight ties. 

The Cutter-Katcher 
partment of one suburban 
Golde’s, had excellent 
its special display of 
leather half saddles in gray, white, 
black and vicuna. With each pair 


leased de- 
store, 
response to 


brushed 





Voth St. ot Stowt—TA. 5-2911 


Sop 


ALR ISLS LMI ZAIN 


Brown is receiving more attention in late fall promotions than it has in many 
a 


day. The most popular shades are 


"brown" 


browns. Freeman Coffee Bean 


was part of full page wardrobe tie-in ad. Gano-Downs, Denver (8 columns). 
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sold, the teen-ager received a News e Retail Trade 


gummed-back felt half saddle and 
school initial, in school colors of 
her choice, to affix herself to the 
lightweight oxford. 

2ace of shoe selling began to 
slump in St. Louis beginning the 
middle of October, especially in 
family type neighborhood stores. 
After-dinner business for these 
outlets has been poor except for 
Friday nights. 

Women’s shoe departments in 
major department stores have man- 
aged to keep their volume levels up 
quite well. However, stimulation 
of sales has come from a steady 
procession of Jubilee Sales, Anni- 
versary Sales, and specials of all 
kinds. With most women’s lines 
available at 15 or 20 per cent off, 
department stores are finding that 
their pairage sales figures are up 
over last fall, but that dollar sales 
are running about even or slightly 
ahead of the corresponding 1957 
period. 

When queried, one department 
store buyer stated: “By running 
sales now we actually sell more 
pairs. Women’s fall buying is at 
its peak now, granted. But by of- 
fering the customer her favorite 
brand at 15 per cent off she quite 
likely will buy two pairs instead 
of one.” 

Every category of shoes could be 
bought at up to 20 per cent off dur- 
ing October, including children’s 
dress and orthopedic shoes, men’s 
work shoes and boots, and mama 
types. Bowling and shoe 
skates for both roller and ice rinks 
were specially priced, but 
sporting goods departments report 
only fair response saleswise. 

Shoe advertising lineage in local 
papers has been high all during 
October. Dealers stocking lengths 
through 11 and widths through 
EEF are letting the buying public 
know it. Lane Bryant reports good 
response to its recently added line 
of flexible construction, semi- 
tapered flats in both half saddle 
and pump patterns, principally in 
black sueded pigskin. Men’s and 
women’s European-made footwear 
were promoted via a single ad by 
Stix, Baer & Fuller. With 
casual and walking types included, 
the ad was unique in that it pic- 
tured and described both men’s and 
women’s patterns, with accompany- 


shoes 


also 


dress, 
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ing copy playing up fine materials, 
careful workmanship, and Euro- 
pean styling. 

Associated Retailers of St. Louis 
are to be commended on their par- 
ticipation in special programs for 
school part of the 
nation-wide push to stimulate in- 
terest in retailing as a 
Tours of retail stores and demon- 
strations of skills and talents re- 
quired by retail stores and depart- 
ments were held at the end of 
October. 


counselors as 


career. 


Miami Selling Tempo 
Remains Strong 

FALL selling continues strong 
for Miami shoe retailers. Black is 
the leading color in Florida’s fall 
shoe market, with navy and brown 
running close seconds. Patents are 
probably the fastest moving item, 
with suedes holding their own, and 
calfskin rapidly moving up in pop- 
ularity. 

One downtown store reports that 
some spectators and whites are 
selling, as always, in this tropical 
area, which creates a mixed up pic- 
ture for fall, but all express satis- 
the total being 


faction at sales 





NOW AT SONNENFELD'S 


the Original 


SHENANIGANS 


Hannes 
TO marcH 
14.95 





DOWNTOWN ONLY 








To many comfort is of high importance 
in shoes. These Styles in burma lizard 
offer Dutch-boy heel. St. Louis (3 cols.) 


rung up on cash registers during 
this and many 
shoe salesmen report sales are in 
advance of last year’s totals at this 
time. One dealer expressed sur- 
prise at the popularity of the sling 
back, open-toed pump, but has ob- 
for 


pre-resort-season, 


preference 
the 


served a decided 
this style 
types. 

Best 
Miami 


over closed-toed 


selling patterns in one 
continue to be 
the pointed toe, but this dealer 
points to a brisk traffic in the 
chiseled, square toe. The 15/8 heel 
is going strong, and red is coming 
into the color picture, with Balen- 
ciago still something to be 
sidered. In the casual 
leather flats are going well. 

Buyers continue to talk enthusi- 
astically about the recent Miami 
Shoe Show held at the Deauville 
hotel, and all express surprise, and 
pleasure, at the volume and effec- 
tiveness of the show. One mer- 
chant has even venture to 
suggest that perhaps, in time, the 
Miami show might replace the At- 
lanta one, since the climate here is 
conducive to the showing of spring 
styles. 

With growth of 
shopping the south 
Florida area, shoe chains are push- 
ing outlying, easy-to-park shopping. 
To the list of nationally known ten- 
ants who have signed up for space 
in the upcoming Northside Center 
at N. W. 79th street and 27th ave- 
nue, Miami, add the names of three 
shoe chains—Butler’s, Baker’s and 
The Shoe Corporation of America. 


shoe store 


con- 


line, black 


dared 


the continued 


centers in 


Dress Pumps Hottest 
Sellers at New York 


DRESS pumps have been the ma- 
jor selling item in the New York 
shoe stores during these past few 
weeks and merchants 
traffic and selling. The weather was 


seasonable except for a few days of 


report good 


Indian summer and customers were 
interested in the suedes and polished 
leathers in a variety of patterns 
and heel heights. 
There is no 
straps are the 
whether T-straps or those strategic 
D’orsay patterns with 
CONTINUED ON PAGE &6 


but what 


popular 


question 
most 


ally placed. 
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Reasons Why 

J. W. Carter 

Offers You America’s 
Most Profitable Shoe Line 


For Men and Boys 


1 « THE BROADWAY LINE 
Goodyear Welt Dress Shoes 
styled to appeal, priced to 
sell in volume, and offered 
on unusually attractive terms 
National Sale still in effect! 


KANGAROO AND 
KIDSKIN SHOES 


Thousands of men are so 

sold on the comfort of 

Carter KangarooandKidskin 
hoes they will wear 

no others. Annual 

Sale still going on! 


SERVICE AND 
WORK SHOES 


A full line of work shoes, 
built to last and priced to 
move fast, a real volume 
builder for any merchant. 


4. carter BOOTS 


A fast moving line of boots 
for these extra sales and 
extra profits. Priced for 
maximum volume 


If you want to get the lion’s share of the men’s and boys’ shoe 
business in your area, the J. W. Carter line is the only line for 
you. For full details, see the Carter man in your territory or 
contact the factory today! 


J. W. CARTER COMPANY 


NASHVILLE 1, TENNESSEE 


Editorial 


[ CONTINUED FROM PAGE 13] 


and would have been realized under any name or look. 
Many of the American-created styles which sparked that 
change bore striking resemblance to those of the so-called 
“foreign looks” which followed them several years later. 

Significantly, the very manufacturer who inaugurated 
and promoted the low silhouette for men which started the 
men’s style revolution is the first sponsor of this new Amer- 
ican look. 

Customers, particularly men, are ready for a change. 
Some such change unquestionably is in the offing. Its 
course, the speed with which it comes and the extent of 
its success will be determined by the genius of the de- 
signers who are presently working on it and by the extent 
and quality of the promotion with which some of our manu- 
facturers and retailers will back it. 

An “American look” does not mean a bulky look. It 
does not mean sacrifice of lightness or comfort either. It 
does mean that there will be less of the bizarre in shoe 
styling, which is characteristic of much of the imported 
product. The change of face which is so clearly indicated 
will be as stimulating and profitable as that which took 
place three years ago. 

The services of a sandal bearer were evidently needed 
among the royalty of the first Egyptian Dynasty because 
in one of their earlier pictures a king in full costume is 
shown walking barefoot. A servant follows, carrying his 
sundals. Among the Greeks in Homeric times, it was the 
custom to remove the shoes before entering either one’s 
own home or that of a stranger, and consequently no shoes 
were ever worn in the house. Among the Eastern peoples 
of today it is still a general practice to remove the shoes 
as a mark of reverence, and with the Mohammedans’ shoes 
are always removed before entering the mosque. 

This is also true in regard to their “call to prayer.” The 
native immediately spreads his rug, removes his shoes. 
and kneels with his face to the east. because in the Old 
Testament of the Jews, the command was given to Moses 
from the burning bush at Horeb: “Put off thy shoes from 
off thy feet. for the place whereon thou standest is holy 


ground.” 


When a Roman was invited out to dine, he reclined upon 
a couch before partaking of the feast. and a slave was 
summoned to quietly remove his sandals. It was no un- 
common custom to have the feet bathed at the same time. 
and it’s also recorded that on one occasion a wealthy Ro- 
man named Trimalchio, who wished to make a big show. 
ordered his slaves to bathe the feet of his guests in wine. 


VEGA 2 bys 


Tak iictele me) an ©)» | ot. 


Suggest with every 


pair of shoes for men, women, children 


Write for free catalog 


So-Lo MARX RUBBER CO., Loveland 18, Ohio 
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Los Angeles 


MANUFACTURERS are pointing for the November 16 to 
19 shoe show in this the Los Angeles area. Most manu- 
facturers are busy getting their new spring lines and pro- 
motional ideas ready for display. 

The fall season reordering continues to show a slow 
steady gain. Some manufacturers claim to enjoy a very 
good business while with others it is just so-so. The empha- 
sis on promotion and hard down-to-earth selling has been 
strong. It has taken a lot of continuous pushing and sales 
appeal to keep things on the upward move. The repre- 
sentatives have found themselves in there working harder 
than ever. 

There has been an ever increasing tendency of some of 
the manufacturers to start their next season’s campaigns 
earlier and earlier. This has caused quite a lot of head- 
shaking among those who feel this is going to throw every- 
thing out of kilter. They feel it should be stopped before 
it gets out of hand and becomes ridiculous. 

Calf predominate the fall 
women’s dress shoes. Black. brown, bronze and royal blue 
are the hottest colors. Navy blue has fallen off to almost a 
stand still. Suedes have started to pickup. 

Manufacturers of teenage shoes find their hottest item 


continues to reorders of 


is still the skimmer. Plush pig leather in the colorful hues 
of sundown, wild oat, bolero blue are the most called for 
colors. Black, brown in calf and patent leather in’ black 
and bronze are good in the dress shoe. Robinhood boots 
and furlined toe toaster boots have picked up as the wea- 
ther has turned colder. White buck and elk saddles are 
still going out the door. 


New York State 


New YORK shoe factories are busy. Even prior to the 
National Shoe Fair bringing the early 
spring and summer lines to their customers on the coast 


salesmen were 
and in the south; and they were sending in good business. 

The members of the Guild of Better Shoe Manufacturers 
went to New York City, the week of October 20th to take 
a second look at the new season’s shoes; and manufacturers 
that filled. 


There was good attendance. traffic and reaction to the 


reported their appointment schedules were 


lines. Retailers from as far south as New Orleans were on 
hand. 
segments of the country. simply because their spring starts 


Their delivery dates are much earlier than othet 


about three months earlier. 

All these factors, together with the activity at the Na- 
tional Shoe Fair in Chicago, reflect that shoe business has 
heen re-charged at the manufacturing level. Production is 
steady and one of the major problems the manufacturers 
face is to meet delivery dates: get the shoes to their ae- 
counts on short notice. 

In women’s shoes, patterns and styles going through the 
high grade factories complement the silhouettes in apparel. 
Straps, lot of them, T-straps high and low. open shank 
pumps with closed or open backs and Theo ties are the 
important ones. Heels are high or mid-high, very thin or 
stacked. Black patent continues to be important; aniline 
calf, dimensional textured leathers as well as fabrics are 
the popular materials. Colors include subtle 
medium brown, red, indigo navy, soft greens. 
Retailers 


neutrals, 


The feeling is that business is good. have 


accelerated their buying and that helps to keep production , 
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going and assures cutting on hand for the next several 
months. 

Children’s shoe manufacturers report good activity and 
reaction to the new lines. Most of them are looking ahead 
to the next season with optimism. They feel that the 
tapered, trim look is going to be an important. selling 
feature. 


New England 


Most New England shoe factories which sell their output 
to wholesalers and the larger chains and mail order houses 
were booked to near capacity by late October. Buying 
started early, they reported, because of the early Easter; 
also because buyers fear that a general price increase may 
develop later and they want to be covered at least on their 
basic styles. 

Wholesalers, particularly those in the south and south- 
west, need their shoes earlier than in other parts of the 
country. Mail order houses plan to start distribution of 
their spring catalogues early in 1959. Larger chains are 
asking for deliveries not later than the second week in 
February; some of them in January. 

Dressy flats, now considered a basic style, make up a 
large percentage of orders placed to date. Pump types, 


also, contribute to the volume. Kew of these are plain. 
Most carry contrasting or matching vamp ornamentation 
Colors most in demand are black in patent leather, fo! 
lowed by white. off-whites, red, blue and green. 
Manufacturers making branded lines of women’s shoes 
busy although there are exceptions even in 
this category. A few are sold up and have been finding 
it difficult to make quick deliveries of fill-in orders from 


had failed to foresee 


are not so 


retailers who, in the earlier orders, 
the almost country-wide increase in business. 
dress shoes 


They are 


Some manufacturers of men’s report in 


creased activity but no large volume. receiving 
late orders for heavier, winter types and sampling of spring 
lines is starting up. A few have increased prices slightly; 
others are holding to the price level which has prevailed 


since last spring. 


Chicago 


Tk pressure and excitement of the National Shoe Fait 
But. levels. 


This means the cutting room, the 


is over. real work is just beginning—at all 


production line, and 
selling, as well. 
Most retailers use the 
“looking” The writing orders is re 
served for the period following the show. That 
call on all of 


Fair for a serious and thorough 


period, business ol 
puts con 


siderable pressure on salesmen_ to thet 


accounts within the next month or so. This is one reason 
trade continue to push 


like to see the 


salesmen 


that certain segments of the shor 

for earlier Fair dates. Many 
event held in) mid-October. This 
could wind up on the road by mid-November. [t would mean 


would 


Shoe would 


would mean 


earlier orders. earlier cutting. earlier delivery. It 
help eliminate what has been 


low stocks in manufacturer's store rooms, late 


a persistent complaint this 
past season 
deliveries for the retailer. 

This is also a busy period for regional shows. 


They 


may seem an anti-climax to the big Chicago event. But, 
thev all seem to draw a good share of exhibitors and good 


[CONTINUED ON PAGE 60 


55 





Don’t Miss the “Over 
Thirty” Casual Market 
| CONTINUED FROM PAGE 49 | 

minor items to be corrected; but we 
will the major 
vroup we were missing. Also, we do 
not claim that all 
findings apply to every retail area. 


report here only 


our reasons and 

Taking our women’s shoe opera- 
tion (the largest volume category) 
we first checked up on some research 
that had been done by one of the 
manufacturers. According to 
the 1958 Bureau of 
Estimate that 
cent of female 


shoe 
this research 
shows over 
51 per the 


population is over thirty years of 


Census 
entire 


age. Thus, on the average, over half 
of the women passing through the 
store are over thirty years old. The 
vast majority of them are house- 
wives in the middle income brackets, 
primarily interested in and able to 
popular priced 
They tend to make 
regular purchases in one favorite 
store and in every category. 

Looking further into the buying 
habits of this “over thirty” group 
of women, find that year 
more of them (many 


buy on desire, 


merchandise. 


we each 
affected by 
informal suburban living) are seek- 
ing the comfort of casual shoes. The 
working women indicate a distinct 
preference for casual footwear dur- 
ing business hours. Housewives 
prefer for housewear and 
local shopping—and both categories 


casuals 


make no seasonal distinction! Also, 
they buy an average of about two 
pairs of casual shoes each year and 
the most popular 
seven dollars. 


price is five to 


Women over thirty who are 
regular department store customers 
often buy their fashion 
shoes in the store’s shoe department 
but buy their elsewhere. 


They complain of the lack of style 


dress or 


casuals 


selection suitable to their age group 


offered at 
pay. This 
better grade 
shoe store customers as well. 

The 


posite 


small selection 
they wish to 
applies to 


and the 
the price 
no doubt 


foregoing is a fairly com- 
picture of compiled 
from a number of surveys investi- 


facts 
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gating the nature and_ buying 
nabits of American women. Although 
we had read them and agreed they 
were correct, it was not until we 
made an analysis of our own shoe 
operation that could the 
potential volume we were missing. 
This analysis was complete, yet easy 
to do, and consisted mainly of 
answering the following questions :* 
1. Population of trading area. 
(Ask local newspaper.) 
Women over thirty in trading 
area. (Generally, half the total 
number in trading area are 
women; 51 per cent of women 
are over thirty.) 
Estimate number of women who 
are regular customers. (Charge 
estimated per- 


we see 


customers plus 
centage of cash customers.) 
How many thirty? 
(Use figures in question #1 and 
#2 to help establish ratio.) 
How many regular store custom- 
ers shop in your department? 
How many are over thirty? 


are over 


How many women over thirty 

purchase: dress shoes—slippers 

casual shoes 

How many dress shoe styles in 

stock: appealing to women under 

thirty — appealing to women 

over thirty 

How many casual shoe styles in 

stock: appealing to women under 

thirty 

over thirty 

How many casual shoe 

are: priced under $7.00 

over $7.00 

What percentage of casual shoe 

and display appeal to: 
women under thirty — women 
over thirty— 

The to these questions 
showed that our stock was balanced 
in dress shoes and slippers. But in 
casual shoes we didn’t offer enough 
selection to the number of custom- 
ers we had over thirty. Also, of 
the selection we had in casuals, al- 
most all of it was more than $7.00 
in price. Our ads and display showed 
we had badly neglected this group. 

There was no doubt that we need- 


appealing to women 
styles 
priced 


ads 


answers 





Courtesy of Easy Walker Shoe 


Company. 


ed a new casual line, selling for 
about $6.00, appealing to women 
over thirty, well styled, and in-stock. 
Also, the shoes would have to fit 
because women in that age group 
demand comfort. 

A line of shoes answering this 
description was added to our stock 
last year and have been an out- 
standing success. We were able to 
sell casuals to regular ‘over 
thirty’ customers plus many new 
ones. Our dress shoe and _ slipper 
business was helped, and the entire 
store benefited because new people 
came in. 

With monthly ads (on a coopera- 
tive basis) and regular display, the 
$5.99 for women “over 
thirty” really sold. It was not un- 
usual to sell 200 pairs the week-end 
after an ad. This was outstanding, 
considering the size of our operation 
and city. During the first six months 
of 1958, we sold over 2,000 pairs of 
the line, while maintaining only a 
500 pair stock and re-sizing weekly. 
We fully expect to turn our stock 
on these shoes eight times this year. 
Best of all, we have had no mark- 
downs on them to date. 

We found that running just a few 
styles in an ad, with the best style 
very large, was very effective and 
really pulled. This idea was used 
by many large city stores and work- 
ed very well for us in bringing the 
shoes to the attention of the par- 
ticular group of women we were 
trying to sell. This same ad idea 
has worked well in promoting other 
shoes as well. 

Most women’s shoe stores or de- 
partments you visit have good stocks 
of novelty shoes, (high and medium 
heels with tapered or pointed toes) 
a middle-of-the-road line for older 
women, a fine selection of teen-age 
dress and sport shoes, and many 
-asuals for girls and young women. 
This is as it should be, for they are 
all volume sellers and are wanted 
by their particular groups. However, 
let’s not neglect the woman “over 
thirty’ who wants a less expensive 
-asual shoe. If we do, you can be 
sure she'll go to the wiser retailer 
or friendly chain store down the 
street. End 


our 


casuals 
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THIS MONTH 


Spring Shoe Fair, Northwest Shoe Trav- 
elers, Inc., Hotel St. Paul, St. Paul, 
Minn. .. : ...November 

Spring Shoe Show, Pacific Northwest 
Shoe Travelers, New Washington and 
Stewart Hotels, Seattle... November 

Michigan Spring Shoe Fair, Michigan 
Shoe Travelers Club, Statler Hotel, 
Detroit .. ae November 

Spring Shoe Show, Southeastern Shoe 
Travelers, Henry Grady, Dinkler Plaza, 
Peachtree on Peachtree, and Pied- 
mont Hotels, Atlanta, Ga.. November 2-5 

Spring Shoe Show, Southwestern Shoe 
Travelers' Association, Adolphus, Baker 
and Southland Hotels, Dallas, Tex. 

November 2-5 

Spring Shoe Show, lowa Shoe Travelers’ 
Association, Hotel Fort Des Moines, 

Des Moines, !a. ......November 8-10 

Spring Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City, Okla. ... November 9-10 

Indiana Spring Shoe Show, Indiana 
Shoe Travelers Association, Claypool 
Hotel, Indianapolis, Ind....November 9-1 

Spring Shoe Show, Ohio Shoe Travelers’ 
Club, Deshler Hilton Hotel, Colum- 
bus, O. . November 9-11 

Spring Shoe Show, Boston Shoe Travel- 
ers’ Association, Parker House, Boston 

November 9-12 

Heart of America Shoe Fair, Central 
States Shoe Travelers’ Association, 
Hotels Muehlebach and Phillips, Kan- 
sas City, Mo. November 15-18 

Spring Shoe Mart, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 
Sheraton, Pittsburgh November 16-19 

Spring Shoe Market Week, West Coast 
Shoe Travelers’ Associates, Alexan- 
dria and Biltmore Hotels, Los An- 
lL re November 16-19 

Spring Shoe Market, Midwest Shoe 
Travelers’ Association, Hotel Morri- 
son, Chicago November 22-25 

Spring Shoe Show, Mountain States 
Shoe Travelers’ Association, Albany 
Hotel, Denver, Colo. November 23-25 

Spring Shoe Show, Middle Atlantic 
Shoe Travelers’ Association, Benjamin 
Franklin Hotel, Phila... November 23-25 

Popular Price Shoe Show of America, 

New England Shoe and Leather Asso- 
ciation and National Association of 
Shoe Chain Stores, New Yorker and 
Sheraton-McAlpin Hotels and New 
York Trade Show Building 

November 30-December 4 

New York Market Week, Boot and Shoe 
Travelers’ Association of New York, 
New York City. November 30-December 4 


JANUARY 


Spring-Summer Showing, Mid-Atlantic 
Shoe Show, Inc., Benjamin Franklin 
Hotel, Philadelphia January 4-7 

Annual Banquet, New England Shoe 
Foremen's and Superintendents’ Asso- 
ciation, Hotel Statler-Hilton, Boston 

January 17 

Shoe Show and Convention, Empire 
State Footwear Association, Inc., 
Hotel Onondaga, Syracuse, N. Y. 

January 18-20 

Factory Management Conference, Na- 
tional Shoe Manufacturers Associa- 
tion, Netherland Hilton Hotel, Cin- 
cinnati, O. January 31-February 3 





November |, 1958 


Baker Reporting 
from Washington 
[CONTINUED FROM PAGE 50 | 


have been thwarted at different 
times in the past five years by the 
operation of this informal alliance 
of conservatives. 

Trouble is, the alliance has been 
breaking up in recent years. 

Here’s why: As the South be- 
comes more industrialized, it tends 
more toward the point of view of 
the so-called “liberal’’ Democrats 
and less to the traditional view of 
its conservative lawmakers. 

‘ver since the end of World War 
II, the South has been moving grad- 
ually away from the right-wing fac- 
tion of the Democratic party and 
toward the left. 

It amounts to this: The economy 
of the South is no longer dependent 
chiefly upon agriculture. 

Industry is on the rise—and rap- 
idly, due to lower costs. Unions, 
although still in an uphill fight for 
a toe-hold in many areas of the 
South, are gaining in representa- 
tion and in prestige. (No more 
goons; just friendly persuasion.) 

Result: Southern congressmen of 
the old school are being replaced 
by some sharp young men who lean 
more toward Walter Reuther than 
Jefferson Davis. 

A coalition of Northern and 
Southern conservatives next year 
still is possible. If so, it will have 
its work cut out for it in combat- 
ting anti-business bills. But the 
chances for effective operation of 
such an alliance are getting slim- 
mer with each passing year. 


Postal officials won’t impose a 
bitterly-disputed penalty on post- 
age-due mail until next Feb. 1. 

The postponement, the second 
since the penalty was proposed, 
was made to permit “further study” 
by the Post Office Department and 
to avoid “possible confusion during 
the holiday mail season.” 

The suspension was won by pro- 
testing businessmen who com- 
plained that the penalty would 
cause serious problems in billing 
and advertising if imposed before 
all higher postal rates are in effect. 

The 5-cent penalty would be im- 
posed on the receiver of postage- 
due mail, or on the sender if the 
receiver refused to pay it. End 


a great 
new 
advance 
by 
Seiberling 


A HEEL 
THAT ADDS 
COMFORT, 
BEAUTY 
AND VALUE! 





Manufacturing News 


| CONTINUED FROM PAGE 55] 
attendance. They are used primarily for late fall fill-ins 
and for rush orders for high fashion goods for holiday 
They draw some of the small retailers who don’t 
make the trip to Chicago. 


business. 


Strangely enough, however, a good share of those who 
ittend these smaller shows have also been to the National 
Shoe Fair. Again, these are used for the serious business 


of writing sizes. The National continues to be the ideal 
iime for seeing everything that the shoe trade has to offer. 
This year, retailers were particularly interested in finding 
new styles and novelties. This has been particularly true 


of women’s and children’s. 


St. Louis 


Sr. LOUIS manufacturers are well satisfied the way 
prospects are shaping up for spring. 
fact that 
retail. Although retailers have bought lightly- 
and-often for they have kept their stocks 
balanced and their cash positions firm. 


They base this op- 


timism on the there is a very clean inventory 
picture at 
many months, 

Nationally, jobless rolls are dropping and workers are 
buying. Business at retail has been active and has stimu- 


lated fill-in buying and reorders by shoe men. This in 
turn has kept factory production geared steadily good, if 
not at capacity. 

One medium price bracket women’s style house found, 
however, that buyers and merchandise men showed some 
reluctance to placing mid-October buys on spring pairs 
because the fall trend pattern in women’s shoes has been 
<0 varied. With retailers moving “some of this, some of 
that.” trends are sketchy and unsettled and lack the firm- 
ness to allow retailers to buy with confidence in October. 
\ttendance at the National Shoe Fair may help retailers 
figure out which straws are really in the wind, stylewise, 
this producer says. 

Color for spring will be a major sales stimulus, manu- 
facturers in St. Louis agree. With needle toes remaining 
needle, flexible constructions remaining flexible and pat- 
terned pumps remaining patterned, spring’s news in shoes 


may possibly find color stressed in all price brackets. 


New Directions in 
Men’s °59 Styles 
[| CONTINUED FROM PAGE 43] 


showing their individuality, with the upgrading of more 
pe rsonal them and 
We Americans are now more receptive than ever before 


possessions—among clothes shoes! 
to shoe styling. 

And styling in men’s spring and summer. 1959, dress 
and casual shoes shows more positive direction than it has 
at any time since the introduction of the lower silhouette. 
The trend to lighter more flexible constructions is equally 
well defined. For dress and street the blucher has 
finally attained the summit of and 


stands unchallenged in moc fronts and plain toes. Two, 


weal 
fashion acceptance 
three and four eyelet styles continue strong, always with 
the light look. 

The new, squarer toed lasts, squarer edge trims on 
more conventional lasts, have freshened the slipon’s look 
stimulated interest in it. The square 
probably contributed most to this face-lifting job. But 
the ingenuity of our American designers in coming up 
with a variety of excellent decorative strap treatments and 
the original way they have raised and squared the tongue 


and toe last has 


and changed top lines have helped considerably. 
The use of decorative stitching on the side walls of 


60 


plain toe styles and the changes made in the areas and 
shapes of aprons in moc styles have been responsible for 
much of this fresher slipon look. 

The leather story is increasingly a bold texture story. 
The growing popularity of grains, particularly the softer 
variety. in muted browns, and the decline in acceptance 
of highly polished surfaces, are natural developments. 
Smooth leathers continue to be important but the interest 
in finer grains is decreasing and is being replaced with 
combinations of fine grains and smooth leathers. 

The softer grained leathers provide an excellent medium 
for expression for the new style details and last contours. 
This trend is authenticated too, by the renewed interest 
which men are showing in rougher textured materials in 
their apparel. The growing interest in grains will be fur- 
ther stimulated next summer by active promotion of the 
“American Influence.” New style treatments with the 
fresh look stand on their own and need look no further 
than the American scene for their authority. 


In slip-on styles and raglan bluchers tongues and throats ride 


high and are squarer for spring and summer, 1959. Top to 
bottom: Plymouth; Yorktown. 


For several seasons the line of demarcation between the 
casual and dressy casual has become less well defined 
Growing interest in lightweight but bolder styled low boots, 
and the steady growth in favor of Dirty Bucks and other 
reversed leathers has changed this picture considerably. 

As slipons and moc type casual styles continue to edge 
up on brogues and bals for street and dress wear. they 
resemble less and less the original of the casual shoe and 
leave open the avenues for promotion of casuals as strictly 
footwear. 
soft casual is becoming increasingly eminent as 


Le isure 
The 
strictly 
leather. 
other colors such as off-white, black and tan. 

microcellular, bouncey, often crepe. 

The spring and summer market beckons the shoeman to 
a bold new evaluation of the men’s shoe potential. The 
American male is receptive and the styles are right. It 
only remains for the shoeman to reach out his hand with 
determination. 


leisure footwear. Its characteristics are soft glove 
usually a golden brown in shade but available in 
The sole is 
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Profile: Philip Wexner 
[CONTINUED FROM PAGE 34] 
They leased their first ladies’ shoe 
department at Levy’s Ladies’ Tog- 
gery in Memphis, Tennessee. It is 
still there today and boasts many 
of the same employes, as well as cus- 
tomers who come from all over the 
state, plus Arkansas and Mississippi, 
to buy from the wide selection of 
fashion footwear that the store 

carries. 

The fine team work of these two 
brothers—Phil, the money man and 
Henry, the buyer and promoter— 
continued until the untimely death 
of Henry in 1949. During those nine- 
teen years, they had built and estab- 
lished a business that is renowned 
and respected throughout the entire 
country. They were the style leaders 
in the women’s high fashion foot- 
wear field and concentrated on per- 
sonal attention and service to the 
customers. 

In 1938, they leased their second 
department in Houston, Texas, at the 
The Fashion, which is now Neiman- 
Marcus. In 1939, Henry moved his 
family to Houston to _ personally 
supervise and develop this depart- 
ment literally made Houston 
women shoe style conscious and 
built a million dollar business in a 
leased department. In 1949 Wexner 
Bros. moved its Houston department 
to The Smart Shop and it has con- 
tinued in that location right up to 
the present. 

From 1946 through 1955, they 
acquired additional leased shoe de- 
partments in Wally Williams, Fort 
Worth, Texas; Gus Mayer in New 
Orleans, La.; Giles-Gus Mayer in 
Jackson, Miss.; Gus Mayer Limited 
in Nashville, Tenn.; Riff’s in Lake 
Charles, La. They also have the 
suburban departments in Gus Mayer 

New Orleans and Nashville; as 
well as the lower level department 
and children’s department in Levy’s, 
Memphis, Tenn. 

After Henry’s death in 1949, 
Wexner Bros. remained a _ family 
business . . . owned equally by Phil 
and Henry’s family. The full respon- 
sibility of president and supervisor 
of the firm then became Phil’s. Under 
his supervision, the families have 
remained closely knit .. . working 
together for the good of all. 

That was ten years ago. As of the 
present, Phil is still quite active in 
the business. However, he has re- 
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linquished more and more duties to 
the younger generation, Wexner 
Bros. is extremely fortunate, for 
within the framework of the two 
families there are several] up-and- 
coming young men, including son, 
son-in-law, nephews. These young 
men are geared to carry on the busi- 
ness energetically, enthusiastically, 
profitably. 

What is it that makes for success- 
ful merchandising and retailing? 
Phil has some very definite ideas. 
“First and foremost ... in fashion 
merchandising it’s important to stay 
‘one block ahead of the parade.’ 
Having the right merchandise, at the 
right time and in sufficient depth 
requires carrying a prodigious stock 
of shoes. The investment is, there- 
fore, higher than in other businesses. 
In the fashion business, I feel wo- 
m . always want something new and 
different. Therefore we must have 
adequate stock and personnel capable 
of presenting it in a manner that 
the customer, who pays twenty dol- 
lars and up, expects. 

“Personnel plays a_ tremendous 
part in the success of our business 
. . + personnel that gives ultra ser- 
vice at all times. The sale never 
depends entirely upon the best look- 
ing pair of shoes. Often, the cus- 
tomer is ‘sold’ on the salesman be- 
cause his kind, courteous, coopera- 
tive manner has won her confidence 
and trust. 

“We’ve always carried outstand- 
ing lines in our shops... including 
Andrew Geller, Palter DeLiso, De- 
Liso Debs, M. Wolf, Jack Rogers 
Wedglings . . . also Evins, Levine, 
Degas ... We have maintained close 
ties with the people responsible for 
these high style shoes .. . personal, 
warm, loyal friendships that endure 
throughout the years.” 

Now that the young men of 
Henry’s family, as well as his own, 
are in there pitching . .. Phil can 
indulge in his hobbies—deep sea fish- 
ing, bridge and golf. End 


MOLINE, ILL.—Schwenker & 
Mougin, Inc., oldest home-owned 
family shoe store in this commun- 
ity, opened a new store recently. 
The firm has been in continuous 
operation since 1911. President Ar- 
thur Holmes said the new store is 
stocked with 10,000 pairs of shoes. 
One of the company’s specialties is 
a wide range of corrective shoes. 
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The Livestock 
Outlook for 1959 
CONTINUED FROM PAGE 42] 


above, and with the comparable 1957 
data as follows: 


(000 omitted) 
195% if gain is 
1957 2 million 3 million 
Total disappearance 
all causes 41,542 38,8 
Total commercial 
slaughter 39,451 


72 37,872 


35,950 35,950 


Farm kill sill 


losses 


and death 


2,091 2,922 1,922 


It will be seen at once that grant- 
ing the reasonableness of the esti- 
mates of the calf crop and the com- 
mercial slaughter, then the only way 
the increase in the livestock popula- 
tion can be limited to 2 million head 
would be by assuming an almost 50 
per cent increase in the farm kill/ 
death total. This is extremely 
doubtful. It is true that Florida cat- 
tle raisers are reported to have had 
large death losses this past winter 
but no similar reports seem to have 
come from other areas, and weather 
conditions generally have been 
such as to keep death losses at a 
minimum. Farm kill may be higher 
this year than last—or lower. Fig- 
ures are not available on this and 
the point can be argued either way. 


loss 


The safest course to take is to as- 
sume no great change between 1957 
and 1958 in the combined farm kill 
and death A two mil- 
lion figure is suggested as a possi- 
bility. 

The estimate of a three million 
yain in cattle numbers would, there- 
fore, seem much more likely than 
two million as the minimum possi- 
ble gain in the livestock population. 
It is my belief, however, that even 
three million understates the prob- 


loss factor. 


able gain and that cattle numbers 
at the start of 1959 may well ap- 
proach 98,000,000 head. 

The commercial slaughter esti- 
mates offered by Agriculture show 
a much smaller decline from 1957 
totals than do the year-to-date fig- 
ures currently available. This is 
clear from the following table: 


extent indicated above. The decline 
in cattle slaughter would have to 
drop from the 10 per cent mark 
of the first seven months to only 2.2 
per cent in the last five. Similarly, 
the 19 per cent decline in calf 
slaughter so far witnessed would 
have to be reduced to a decline of 
only 7.4 per cent in the last five 
1onths.* Such changes, while not 
impossible, certainly do not seem 
probable unless there is a distinct 
reversal in slaughter trends cur- 
rently under way. The record num- 
ber of cattle on feed will undoubt- 
edly result in a heavier than last 
year slaughter of fed steers and 
heifers this fall, but, as Agricul- 
ture says, “slaughter of all classes 
off grass will be smaller.” 

The probabilities are, it seems to 
that the kill in the last five 
months of 1958 will compare 
slightly better with last year than 
in the first seven months but not 
to the extent indicated by Agricul- 
My guess is that the year’s 
totals will show a cattle slaughter 
of about 24.9 million and a calf 
slaughter of about 10.3 million, de- 
clines of 8 per cent and 17 per cent, 
respectively. Using these estimates 
together with a probable farm kill 
death loss total of, say, 2 million, 
we can set up a new 1958 inventory 
statement follows: 


me, 


ture. 


as 


93,967,000 
40,872,000 


Inventory 1/1/58 
Added to herds in 1958 
Total 134,839,000 

Deducted from herds in 

1958 
Commercial 
Cattle 
Calves 
Farm kill 


losses 


slaughter 
24,900,000 
10,300,000 

and death 
2,000,000 
Total deductions 37,200,000 
59 97,639,000 
58 to 1/1/59 3,672,000 


Inventory 1/1 
Inventory increase 1/1 

If the figures and 
mates have some measure of valid- 
ity, then, instead of a two to three 
million increase in cattle numbers, 
we can look forward to an increase 
of almost four million. For the final 
answer we must wait until the offi- 
cial tabulation is released in mid- 
February 1959. 


above esti- 





1957 
Actual 
27,089 


12,362 


Estimate 
25,300 
10,650 


Cattle 
Calves 


Total 39,451 35,950 


Commercial Slaughter (000) 
€ 58 Cc 


First 7 Months N 
1958 Decline 
13,722 10.0 
5,500 19.1 


€ 
Decline 
6.6 
3.8 6,800 
&.9 12.9 


22,054 19,222 





It hardly possible that 
slaughter in the last five months of 
the year can be heavy enough to 
reduce the lag behind 1957 to the 


seems 


62 


* Federal inspected slaughter alone, for the 
first 8 months, was down 10.3% for cattle and 
21.5% At the end of the first seven 
months the comparable declines in F.I.S. were 


9.7% and 20.2%, 


for calves. 


respectively. 


The Slaughter 
Outlook for 1959 

Despite the expected increase in 
the number of cattle on farms this 
year, it should not be anticipated 
that 1959 slaughter will show a 
comparable gain or even any sig- 
nificant gain at all. 

A study of past cycles in cattle 
numbers shows that the decline in 
slaughter usually continues one or 
two years beyond the turning point 
in the cattle population. At the 
time of the last previous downturn 
in cattle numbers, between 1945 
and 1949, the low point in slaughter 

yas reached in 1951. Only one year 
elapsed, however, before slaughter 
moved up at the end of the 1918-1929 
and 1934-1938 down-turns in the cat- 
tle cycle. It would appear, therefore, 
that the best that can be expected 
is that 1959 slaughter will about 
equal that of 1958 with an up-turn 
taking place in 1960. If 1958 turns 
out to be the low point in the 
slaughter cycle, it will be the first 
time this cycle has ended concur- 
rently with the cattle population 
cycle. This is not an impossibility, 
however, especially in view of the 
severe curtailment in the 1958 kill. 
After such a year there doesn’t 
seem to be any place to go but up. 

According to the Department of 
Agriculture, whatever increase in 
cattle numbers develops this year, 
little or none of the increase will 
be in the breeding stock. The in- 
crease “will be confined almost en- 
tirely to calves, steers and heifers. 
About half (the increase) will 
probably be calves.” Agriculture 
also says, “The cut in cow slaughter 
in 1958, together with the only mod- 
est reduction in heifer slaughter, 
will do little more than hold cow 
inventories steady at the end of the 
year. Apparently, not enough ma- 
ture cows have been retained to en- 
large the herd, and most of the 
heifer calves recently held for 
breeding will not be old enough to 
be a part of the breeding herd by 
next January.” 

The significance of this is that 
with no expansion in breeding stock 
as yet evident the likelihood of an 
expansion in the calf crop is rather 
remote, even with as high a calving 
as is being witnessed this 

If the calf crop in 1959 
[CONTINUED ON PAGE 66] 


rate 
year. 
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A REVOLUTIONARY NEW HEEL 
NO WASHERS! NO WOOD! 


Patent Pending 


Seiberling proudly presents 


\\ " 
new SOF heels with exclusive Sitex core 


Let us furnish samples and tell you the “SOFTY’” heel 
story. We'll explain why “SOFTY” adds sales value to 
your shoes, and how it reduces production time and 


expense. Call or write us at your earliest convenience. 


SEIBERL| SHOE PRODUCTS DIVISION 
SEIBERLING RUBBER COMPANY © AKRON 9, OHIO 
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the name that PULLS them in. 


Kui Deace 


EXCLUSIVELY A PRODUCT OF THE LUCKY SALES CO., INC. 


pre-sold to countless millions of women... 

backed by huge consumer advertising 

campaigns that pull customers into your 

store to ask for rainboots by the name 

they know best and respect most: SATIN FINISH 


EVERY AD IN AMERICA’S LEADING MAGAZINES TELLS YOUR CUSTOMERS 


“LOOK ON THE BOX TO BE SURE” 


WHEN YOU ASK FOR RAIN DEARS BE SURE YOU GET RAIN DEARS 


—— 
FLORAL DESIGN 


Models for all heel heights 
in both clear and smoke 
all sizes 


FLORAL DESIGN 


$70 
RETAIL ABOUT 
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and your lucky'partner’ pus hes AY! LE AY ! 


_ KusitDeave 


SENSATIONAL NEW 


ae ET 
UTA 





A full line of smart, efficient and highly pro- 
ductive silent salesmen. Five displayer models 
ranging in size from compact counter unit to 
the 6 dozen display unit shown here. Model 
illustrated sells from both sides, has wheels, is 
extremely mobile and displays large and color- 
ful 2 sided sign. 


All Rain Dears Display Units come completely 
assembled and are shipped intact. 


Contact the Lucky Sales Co. office nearest 
you fo inquire about the new display units. 


LOS ANGELES CHICAGO NEW YORK 


LUCKY SALES CO., INC. 941 EAST THIRD STREET = 2019 W. WALNUT STREET 47 WEST 34TH STREET 
MAdison 5-2531 _ CHesapeake 3-3329 PEnnsylvania 6-5955 
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honor bright 


Sdeals 


are RIGHT! 


Style No. 40 


Baby-Soxers Pink, Blue, 
Mint, Maize, White Sueded 
All Nylon Slipper with 
Attached Helanca Sock 
Top. Transparent Gift 
Sox. Sizes O—2 Forget the ‘‘et ceteras” in baby foot coverings 


because mrs. oavsSdeal BABY SHOES 


are real footwear made by real shoemakers 


get down to fundamentals with Ideal Baby Shoes 
the kind made like a good shoe should be made. 
Doctor selected approved lasts, finest quality 
materials, original patterns, four basic size groups 
make the IDEAL LINE Right for baby, Right 
for profitable selling... and for over 56 years 


Right with mothers, too. Order IDEALS, today. 
Style No. 156 
White Wash Kid Laced 
Boot. Perforated vamp. 


Cushion sole. Narrow, 


medium and wide DANVERS, MASSACHUSETTS 


widths. Sizes 0 to 3. 
NEW YORK 1, N.Y CHICAGO 54, ILLINOIS DALLAS, TEXAS 


Our IN-STOCK selection of 
Children’s Footwear in both 
the regular and support (our famous 
“R-ex” construction) is second to none! 


---Something 
to crow 
about! 


Write today for our IN-STOCK catalog 


& j JULIUS ALTSCHUL, INC. 


Creators of “NATURE’S OWN” Straight Last 
Footwear 
117 Grattan St., Brooklyn 37, N. Y. 
HY 7-4500 
TESTED & PROVEN SINCE 1899 


ss [autius ALTSCHUL INC. 


MRS. pay'scYdeal pasy SHOE CO., INC. | 


71 WEST 35TH ST. 924-A MERCHANDISE MART 6-104 MERCHANDISE MART 


There’s Spring in New 
Shoes for Boys and Girls 
[CONTINUED FROM PAGE 40 | 


ratio (to brown) will climb even 
higher ... from a mere 25 per cent 
some two years ago to approximately 
60 per cent at the present time. TV 
westerns and Zorro series, especial- 
ly, have influenced the “young uns” 
toward black. 

As for the girls’ shoe lines ... the 
predominant feeling is for T-straps 

. and straps of all kinds—placed 
asymmetrically, removable, swivel, 
conventional. Patent leather ap- 
pears to be slated for even greater 
acceptance than ever before 
not only in black but in bronze, red, 
gunmetal, black raspberry as well. 
White smooth leather seems headed 
for increased promotion and sell- 
ing. Manufacturers are cooperating 
with the N.S. R. A.’s Style Commit- 
tee and featuring Vanilla Ice. 

There is a wide variety in vamp 
treatments, heel heights § and 
shapes, patterns and silhouettes to 
tuke care of most of the young cus- 
tomers’ whims and preferences. 

Saddle oxfords are basic and 
color or leather combinations un- 
limited. End 
The Livestock 
Outlook for 1959 

[CONTINUED FROM PAGE 62] 
should total 41 million, a shade 
more than in 1958, and cattle rais- 
ers continue to build herds, there 
would be little room for any great 
pick-up in the kill. 

For example, if cattle raisers con- 
tinue their herd expansion program 
in 1959 to the tune of only three mil- 
lion head, and farm kill plus death 
losses stay at two million, then 
slaughter of cattle and calves can 
only total about 36 million. This 
would mean a small increase in the 
kill over 1958 but the gain of only 
700,000 could easily be offset by a 
slightly smaller calf crop than indi- 
cated and a herd expansion program 
as large as that of 1958. 

This approach appears to be tak- 
ing things hindmost. Normally one 
would guess at slaughter to deter- 
mine the year-end inventory but at 
this point in the cycle the emphasis 
has to be on how many cattle and 
calves cattle raisers can afford to 

[CONTINUED ON PAGE 86] 


Boot and Shoe Recorder 





-.-- Salesmen on the Road 





by BERNICE S. DECKER 


About Travelers’ Groups .. . 


THIS early stage in our new fea- 
ture, ‘‘Salesmen on the Road,” is a 
good time to take a look at shoe 
travelers’ associations. They are a 
potent force in the shoe trade. As 
far as shoe trade associations go, 
they probably lead in number of 
individual organizations within the 
industry. The numerical strength 
of their members is also impressive. 

In the early days, travelers’ asso- 
ciations were formed primarily for 
fraternal, social and welfare bene- 
fits. In those days, salesmen made 
about two trips a year, and that 
was it. They needed and used their 
associations for social purposes. 

In recent years they have turned 
increasingly to interest in legisla- 
tive matters. They have worked 
among themselves and with others 
to provide information on both lo- 
cal and national laws vital to them- 
selves and the shoe trade. Associa- 
tions provide group’ insurance, 
create welfare funds, work for pen- 
sion systems, serve as job place- 
ment bureaus. 

e e e 


TODAY, instead of two trips a 
vear, salesmen are on the road as 
much and as often as lines demand. 
Most associations now sponsor re- 
gional shoe shows. These shows 
average two a year for most asso- 
ciations. 

The Midwest Shoe Travelers’ As- 
sociation holds four in Chicago. 
Pennsylvania has three in Pitts- 
burgh. Michigan has’ frequent 
shows at Detroit and two at Grand 
Rapids. Ohio has two main shows 
at Columbus and four caravan 
shows—two at Cleveland, two at 
Cincinnati. Southwestern claims— 
in typical Texas fashion—the larg- 
est regional display, with more than 
400 lines at each of two Dallas 
shows. 

Talk about a national association 
for shoe travelers goes back to 1890. 
Action came July 17, 1911, with five 
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associations forming the nucleus. 
The Boston Shoe Travelers’ Asso- 
ciation claims to be the oldest of 
the local groups. It was founded 
in 1901. The 52-year-old Boot and 
Shoe Travelers’ Association of New 
York is another veteran. Midwest 
was organized as the Shoe Travel- 
er’s Association of Chicago in 1906. 
Both Southwestern and West Coast 
Shoe Travelers are competing for 
membership totals. 

Golf outings are important extra- 
curricular activities for members. 
Midwest joins forces with local re- 
tailers in a tournament in June. 
Boot and Shoe Travelers of New 
York open their golf tournament to 
the entire trade of the New 
York metropolitan area. 


shoe 


Worthy of Mention... 


Harry (Duke) Markell 
switched from tossing “no hitters” 
to pitching for the Leverenz Shoe 
Company of Sheboygan, Wis. He is 
the firm’s 
New York. 

Duke 14 years in profes- 
sional baseball. In the majors he 
was with the St. Louis Browns and 
Detroit Tigers. He pitched three 
no-hitters during six seasons in 
the International League. He also 
pitched one for Hickory, N. C., in 
the second game of his professional 
career. 


has 


sales representative in 


spent 


HARRY (DUKE) MARKELL 
. . . Pitching for Leverenz 


Send contributions to: 
on the Road Dept., 228 Greenwood Blvd., Evanston, It. 


Mrs. Bernice S. Decker, Salesmen 


Prior to his baseball career, Duke 
spent four and a half years in the 
army with the Rangers. He received 
a battlefield commission as well as 
two Presidential citations and 11 
campaign medals. 

He finds many of his 
fans among his customers. 


baseball 


An Earlier NSF? 

EARLIER DATES for the Na- 
tional Shoe Fair were a persistent 
topic of conversation during that 
recent event. Salesmen themselves 
are among the strongest advocates 
for an mid- 
October. 

The National Shoe Travelers’ As- 
sociation has taken an official view- 
point on the subject. Officials be- 
lieve that the earlier date will give 
salesmen more time to contact 
counts. The present timing doesn’t 
allow them enough time to call on 
all customers, they report. 

Many retailers use the Shoe Fair 
for “looking,” wait until the sales- 
man settle the 
serious business of placing orders. 

A mid-October show will also 
mean earlier deliveries for the re- 
tailer, earlier cutting for factories. 
It will also permit retailers to pur- 
holiday receive 
them in ample time for holiday sell- 


earlier show — by 


ac- 


calls to down to 


chase shoes and 
ing, it is pointed out. 

At this date no official opinion is 
forthcoming as far as the National 
Shoe are 
changed, the switch won’t come un- 
til 1960 or 1961. Hotel commit- 
ments are booked that far ahead. 


Fair goes. If dates 


Noted Here and There... 

Jack who for 
years represented Lissak & 
pany and Hannahsons Shoe 
pany in the Chicago area, has re- 
tired and is living in Beverly Hills, 
Calif. He still keeps in touch with 
the shoe business by lending a hand 
and then in 


(,oodman, many 
Com- 


Com- 


now local retail shoe 


stores. 

date for a 
Midwest 
Elec- 


tion will be held December 22 ata 


the 
meeting 


November 20 is 
nomination 


Shoe Travelers’ Association. 


for 


luncheon meeting. 
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Registration High, Orders Too: 


Confidence Marks Canadian Show 


By ESTELLE G. ANDERSON 


MONTREAL — The Canadian 
Shoe and Leather Fair held at the 
Sheraton-Mt. Royal Hotel here Oc- 
tober 12-15, was declared the most 
successful one on record. 

This is not the usual wishful 
thinking on the part of those re- 
sponsible for the fair. Rather it is 
substantiated by the registration 
than 2250 in the first three 
days; the number of exhibitors, 
235, and the lines displayed. What 
is most important, there was good 
business written. It had to be so 
in order to assure delivery in time 
for the early Easter, March 29. 

The Canadian Shoe and Leather 
fills an important need, not 
for the makers and buyers 
nearby provinces and towns 
particularly, for those 
who come from great distances 
across this vast country. It 
opportunity to see a concentration 
of new styles, leathers and compo- 
nent parts that go into the making 
appraise the fashion 
trends and plan purchase and sales 


more 


Fair 
only 
from 
but, more 


is an 


of shoes; 


programs for the coming season. 
There strong feeling of 
confidence and optimism apparent 
throughout the show. Arthur Te- 
trault, president of the Shoe Manu- 
facturers Association of Canada, 
summed up the reasons for it: 


was a 


‘Upward Swing in Economy’ 

“Production and distribution 
withstood the recent recession with 
remarkable stability; and there are 
positive indications of an upward 
swing in the Canadian economy. 
The individual manufacturer real- 
izes full well that he is faced with 
stiff competition both foreign and 
domestic. His styling has to be up- 
to-the-minute; his shoemaking has 
to be better than and the 
leather and supplies have 
quality. The Canadian shoe indus- 
try has met the challenge.” 

Program-wise, the scheduled 
events followed the pattern of pre- 
vious fairs, with just a few innova- 
An important addition, on 


good; 
must 


tions. 


68 


the opening day, was a Style Clinic, 
sponsored by the Canadian Shoe 
Retailers Association, with E. L. 
Owram of Collis Leather Company 
as chairman. 

Crowning of Miss Suzanne La- 
berge as this year’s Footwear 
Queen was a highlight of the re- 
ception in the evening, given by 
the chairman of the fair, D. H. 
LeRoy. 

Ronald W. Togham, president of 
the Chrysler Corporation of Can- 
ada, was the principal speaker at 
the Industry Breakfast, on the sec- 
ond day. He pointed up the fact 
that a growing Canada is not only 
a challenge to the automotive in- 
dustry but to every shoe manufac- 
turer and retailer in Canada. 

Population, Incomes Grow 

“The challenge that confronts all 
Canadians,” he “is that 
tween now and 1980 our population 
will increase to 26% million as 
compared with 17 million today. 
Gross national product in 20 years 
will be more than $76 billion as 
compared with $30 billion today. 
Personal incomes will increase 66 
per cent. 

“All these factors present us 
with the challenge of the future... 
the challenge to make these things 
happen.” 

As to the basic fundamentals of 
the style picture that evolved out 
of the fair: Stylewise, the most sig- 
nificant and conclusive factor, ob- 
vious to everyone, is the 100 per 
cent acceptance of the pointed toe 
silhouette in women’s shoes—with 
three-quarters of that amount defi- 
nitely pinpointing the needle-needle 
or pin toes, on the thinnest possible 
leather-covered aluminum heels in 
dress types. And the same patterns 
on the mid-heel. 

In the matter of the extreme toe, 
Canadian manufacturers, re- 
tuilers and style leaders were quick 
to point out that they recognized, 
accepted and promoted the extreme 
pointed toe before the United 
States, and for a longer period. 
Time and time again the opinion 


said, be- 


shoe 


was voiced that, for the first time, 
Canada seems to be setting the 
style pace rather than following. 

A variety of throatlines are fea- 
tured in the new spring patterns in 
women’s shoes, including the gen- 
tly rounded U, the very important 
squared-off types and the V. As to 
color, while all-over black patent 
leather and smooth black calfskin 
and kidskin (in many cases frosted 
with touches of white or off-white) 
are No. 1 for spring, a wide variety 
of very beautiful beiges are in the 
forefront to provide the perfect 
complement to many of the ap- 
parel fabrics. 

The color wheel goes on to the 
medium reds, Flight Blue and the 
lighter, Wedgwood-like _ blues. 
Watch for the pearlized and special 
finishes. They add a fragile, femi- 
nine, luxurious air to the patterns. 
Greens seem to be adding up to 
more interest in the spring. These 
run from the deeper but bright, 
true greens to those of slightly yel- 
lowish cast in the high-style cate- 
gories. The orangey shades, and 
the pale yellows have special color 
interest. 

In leathers, aside from patent and 
calfskin in smooth or very fine vel- 
vety textures, there will be the silk 
suedes, often combined with calf- 
skin in attractive two-tone effects. 

Pointed toes have arrived for 
men too. The news is in the Con- 
tinental, slimmed-down, sleek and 
tailored patterns, with the gently 
squared-off toe very popular with 
younger men. Darker browns as 
well as the new bran shade are 
very much in the foreground, with 
black still in first place. 


Styles for Children 
Newest silhouette for girls is the 
tapered and daintily squared off, 
flattened toe. Children’s shoes show 
the tapered, lightened-up influence 
only to the point where fashion 


does not interfere with the basic 
requirements of the growing foot. 
Instep and T-straps for the girls, 
streamlined slip-ons and three-eye- 
let ties for the boys figure strongly, 
along with the Shu-Lok closures 
for both. 

Newly elected officers at the show 
were: Paul A. Samson, chairman 
of the Shoe and Leather Council of 
Canada; J. C. Ostrander, president 
of the Canadian Shoe Retailers As- 
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sociation; Thomas J. Giblin, Jr., 
president of the Shoe Industries 
Suppliers’ Association of Canada, 
and K. L. Montgomery, president 
of the Tanners Association. Arthur 
Tetrault was re-elected president of 
the Shoe Manufacturers Associa- 
tion of Canada. 

“What is the biggest challenge 
facing the shoe industry?” was a 
question put to many of the retail- 
ers encountered. There isn’t enough 
space to set all the answers down. 
In essence the replies indicated: 
“The Canadian shoe industry has 
grown up. It reflects the general 
feeling of the country. The recent 
recession affected the industry only 
slightly. Even in the heavy in- 
dustrial cities, where they were 
plagued by strikes, the shoe retail- 
ers were not crying the blues. If 
the recession touched the business 
at all, it was only in the men’s 
division. 

“The biggest challenge to the 
shoe retailer is how to gear his 
thinking to meet the changing 
times. With the growth of the shop- 
ping centers and other new forms 
of retailing, the independent has 
to aim at higher objectives. He 
cannot go back to the good, old 
days. The country is growing, and 
the retailer has to grow and pro- 
gress with it if he is to survive 
and prosper.” 
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Open Patterns, Color Highlight Guild Styles 


By ELEANOR M. RUTTY 


NEW YORK—The recent 
ing by the Guild of Better 
Manufacturers concentrated 
spring styles, with color the out- 
standing feature of the collections 
and the opening-up of patterns also 
noteworthy. 

Slated for promotion in most of 
the lines was the family of greens. 
These included the light yellowed 
greens, fresh salad tones and a 
greeny gold. The pink-to-rose family 
was also popular. Both color fami- 
lies looked fresh and interesting in 
ombré combinations. 

In one collection different leathers 
were used in such a combination as 
a moss green suede with a lighter, 
yellowed green in luster. Orange 
and yellow were included in the col- 
lections. 

The brighter blues, so much in 
evidence in high-style_ tanners’ 
spring lines, are regarded by some 
Guild members as a promotion color 
family. Others take them as a part 
of the spring picture without any 
special push considered necessary. 
Also being shown, in a few styles, is 
an ombré in the pinky mauve tones. 
The news is in color but black re- 
tains its No. 1 position, with black 


show- 
Shoe 
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The ‘$8.95 Shopper’ May Spend $12.95: 
‘Popular-Price’ Range Widening: McGrath 


NEW YORK—A transition in con- 
sumer buying habits has widened 
the concept of the “popular-price” 
shoe until today it takes in almost 
all footwear produced, a_ leading 
shoeman has declared. 

Wallace J. McGrath, co-chairman 
of the Popular Price Shoe Show of 
America and president of the New 
England Shoe and Leather Associa- 
tion, said, “The growing flexibility 
of consumer price ranges is making 
the concept of ‘popular price’ so all- 
inclusive that it now embraces al- 
most every category of footwear.” 

The trend, he said, was revealed 
in a special study report by the 
PPSSA dealing with significant 
shifts in footwear markets and con- 
sumer shoe-buying habits. 

What does it mean for the indus- 
try? 
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Explained Mr. McGrath, ‘The con- 
sumer who looks for a shoe priced 
at ‘about’ $8.95 may easily end up 
buying a $12.95 shoe—or vice versa 
—provided the type of shoe, and the 
style, appeals to him. Today’s con- 
sumers can no longer be rigidly clas- 
sified within any given shoe price 
brackets.” 

Flexibility of consumer shoe price 
ranges, the PPSSA official 
“means that the average consumer’s 
shoe budget is much more 
today. The one-price-bracket 
sumer is fast fading.” 

The PPSSA report cited several 
consequences of the trend. Most pro- 
nounced, perhaps, is the “virtual dis- 
appearance” of the one-price shoe 
store, once an established institution 
in the business. 

[CONTINUED ON PAGE 78] 


sald, 


elastic 
con- 


patent leather a very important 
type in these high-style lines. Black 
patent is being effectively used in 
combinations with colors in leathers 
and with black in fabrics such as 
moiré and peau de soie. 

Black 
white and with 
bone. This pale, pale tone is consid- 


also with 


patent is liked 
the off-white color 


ered important in Guild collections. 
Off-white, a truer still 
warmer tan shade, is another popu- 
lar ombré. 

Important news in leathers is the 
aniline kidskins. Introduced in 
American leathers at the February 
Leather Show, they 
adopted by Guild members. Sampled 
in a range of spring colors, this 
“transparent” kidskin has an alive 
quality—a soft that 
the colors to unusual advantage and 
is much Aniline calfskin 
is also being shown in some of the 


beige, a 


have been 


sheen shows 


admired. 


same colors. 

Another trend to be watched is 
the opening-up of patterns for the 
coming spring and summer. It has 
been reported from many 
that stores lacked a sufficient num- 
ber of open styles in summer 1958. 
Manufacturers are making an effort 
to avoid this this year. 
Spring collections of Guild members 
still have many closed toe and/or 
back styles but more sandals 
planned for summer. 

In the meantime, slings and hal- 


sections 


shortage 


are 


ters, and also mules, are being 
shown and open shanks and opened- 
up, closed-toe vamps are giving a 
lighter look to spring silhouettes. 
D’Orsays, some with the open shank 
only on the inside, are in every col 
lection. 
used to open up some closed pumps. 

One Guild designer is 
“sheer materials” in 
and as materials, lightening 
up a high tongue, for example. The 
many variations on 
and wishbone straps also make for 


Porthole cutouts are being 


using 
all-over shoes 
vamp 


T-straps, cross 
lighter, more open shoes. 


More really heels 
cluded in Guild lines for spring. The 


lower are in- 
range is getting to be from around 
13/8 to 23/8. In 
pered-toe lasts hold their own 
there 
introduced. 


general, the ta 
but 
toe characters 


here and 


have 


new 
been 
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Average Price Per Pair Was $6.10 in 1957 


NEW YORK Average retail 
price of U. S. footwear sold last 
year was $6.10, the National Shoe 
Manufacturers Association has re- 
ported. The figure was the same as 
in 1956, NSMA added. 

The calculation is based on a spe- 
cial study of footwear production 
by manufacturer’s selling price, 
purchased from the U. S. Census 
Bureau by the National Shoe Manu- 
facturers Association and the New 
England Shoe and Leather Asso- 
ciation. 

“The 1957 study,” the NSMA 
said, “will be of greater interest to 
manufacturers and of 
footwear than previous government 
price line studies inasmuch as it 
sets forth greater detail on types 
of and presents many more 
price line intervals.” 

The study was based on a larger 
sample of manufacturers than be- 
fore. Questionnaires were sent to 
all firms producing $500,000 or more 
at wholesale value. In contrast, 
previous studies had excluded com- 
panies under $1 million. 

The two 


retailers 


shoes 


associations have cau- 
tioned, therefore, that “price 
classes within specific types of 
shoes cannot be validly compared 


with previous years’ figures for 
purposes of determining price class 
trends.” NSMA and NESLA have 
asked the bureau to prepare addi- 
tional tabulations permitting year- 
to-year comparisons. 

In making public the price line 
statistics, the NSMA made these 
observations: 

© Although the average price of 
all shoes was $6.10, if you arrange 
the total pairage of 597.6 million 
in order of increasing prices, the 
middle pair sold for $4.80. In short, 
half the shoes in 1957 sold for $4.80 
or less, the rest for more than $4.80. 
Comparable middle value in 1956 
was $4.97, in 1955, $5.83, and in 
1953, $6.02. 

® Half of men’s dress shoes in 
1957 sold for $9.45 or less, the rest 
at higher prices. Comparable half- 
way value for 1956 was $9.50; for 
1955, $9.13, and for 1953, $9.23. 

® Half of all women’s shoes in 
1957 sold for $4.71 or less, the rest 
at higher prices. Comparable fig- 
ure for 1956 was $4.78; for 1955, 
$4.67, and for 1953, $4.83. For 
women’s dress and work shoes in 
1957, the halfway price was $5.73; 
for women’s play shoes and play 
sandals, $3.02. 


Oklahoma City Allen Store 
Remodels, Improves Lighting 


OKLAHOMA CITY, OKLA.—AI- 
len Shoe Store has completely re- 
modeled its Oklahoma City unit in 
the downtown business district. 
Furnishings include a new carpet, 
modernistic blond-oak showcase 
and walk-up back bar, and new 
chairs. 

Walls were painted salmon pink 
and beige. Rapid-start fluorescent 
lights which will increase illumina- 
tion by 30 per cent were installed. 
Ceilings and platforms in the front 
windows were lowered for more ef- 
fective merchandise display. 

The store has operated in Okla- 
homa City for the past 25 years. 
Its manager is Allen Gore. Other 
Oklahoma outlets are at Tulsa, 
Enid, and Muskogee. 





® For youths’ and boys’ shoes, 
half of all pairs retailed in 1957 at 
$5.82 per pair or less, the rest at 
higher prices. Comparable figure 
for misses’ shoes was $4.12; for 
children’s shoes, $3.92, and for in- 
fants’ and babies’ shoes, $2.79. 

® Half of all slippers sold for 
$2.20 or less in 1957; for men’s, 
youths’ and boys’ slippers, the fig- 
ure was $3.45, and for women’s, 
misses’, children’s and infants’ slip- 
pers, the figure was $1.95. 


Percentage Distribution of Shoe and Slipper Production by Manufacturer's 
and Estimated Retail Selling Price, 1957 
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Boys 


Chil- 


Misses’ | dren's 


Play 


lotal Sandals} Total 


100 0 1000 100 100 0 1000 100.0 
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$25.01 and over 0: 


92 6 


operations of individual companies. 


2) Combined with lower price line to avoid disclosing the operations of individual companies. 
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Source 
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wonal Shoe Manufacturers Association and New England Shoe & Leather Association 


special study purchased from Bureau of the Census, 


House Slippers 


All 
Other 
Footwear 
including 

athletic 


shoes) 


Women's, 
Misses’, 
Children’s, 
Infants’ 
and 
Babies’ 


Men's, 
Youths’ 
and 
Boys’ 


Infants 
and 


Babies’ TOTAL 


Total 


100 0 100 0 100.0 100.0 100 100 0 
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Department of Commerce, Washington 25, D.C. 
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FOR BIGGER SALES 
FOOT KING® 


Goodyear Welts 
in Stock 


turn, long-wearing composition sole. 
WELLINGTONS—a 
and patterns that fit. 
#79934. Men’s stocked B 
BOYS’ WELLINGTON O077934, Rubber sole, 
CHUKKER BOOTS—erepe soles, 
ew STONE SUEDE 
size 6 to 12 men’s @ $5.45 yt 
Bos” ‘Dirty Buck Chukker Boot #77995 B 
Walter yn says: 
fe) KING® means BUSINES 


Black, smooth uppers, 





THIS BOOT'S A BEAUTY 


JEAN BOOTS—constantly popular, about 6 inches high, wide collar stitch and 
#29778 men’s 6 to 12, only $5.50 net. 
big selling boot, about 9'/2 inches high, made on lasts 
leather lined, oak bend soles. 
& D, 6 to 12, price only $6.45 net. 


#79997. BLACK SUEDE #79982. 


FOR STYLE, Yate, SERVICE 


Permanent display” in Philadelphia, Pa., 33 
E TOP LINE FOR TOP RETAIL 


Dept. 111, The A. S. Kreider & Son Co, ‘PALMYRA, PA. 


Looking for 


#29778 
Black Men's 6-12, 
only $5.50 net 


DIRTY BUCK 
All stocked 


*N , With Street. 








Conn. Fashion Show Reveals 
Teenagers’ Interest in Shoes 

WILLIMANTIC, CONN. — After 
sponsoring a teenage fashion show 
and soft drink party, a local shoe 
retailer has declared: 

“The tremendous interest shown 
by the girls conclusively 
that this age group should not be 
neglected, but merits any extra ef- 
fort, expense and sales promotion 
that may be given.” 

Ray M. Bruce, of Bruce’s, 
held the show and party with the 
cooperation of Sandler of Boston 
and a local bottling firm. The af- 
fair was widely publicized through 
the 
radio 


proved 


Inc., 


student newspapers, local 
pers and_ the 


Throughout the afternoon of 


pa- 
station. 
the 
wore 
The 
from 


show, professional models 
shoes chosen by the audience. 
event direct 
the store with comments about the 
the the 
girls present and store personnel. 
“We fell that it 
cessful affair and well 
the expense and effort,” 


was’. broadcast 


footwear by announcer, 
was a very suc- 
warranted 
Mr. 


3ruce 


said. 
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VALUES? 


M. K. WEIL 
SHOE CO. 


at the Shows! 


Factory 


Fresh 
Footwear 











© Southwest Shoe Show, Dallas, Nov. 2-5 
Adolphus Hotel - - - Room 1009 


© Southeast Shoe Show, Atlanta, Nov. 2-5 
Piedmont Hotel - Parlor ‘‘D'* 


®@ Los Angeles Shoe Show, Nov. 16-19 
Alexandria Hotel - - - Room 821 


© Popular Price Show, New York, Nov. 30 
Dec. 4 


New York Trade Show Building 
Rooms 502-522-524 


Quality Shoes Since ‘32 


1215 Washington Ave., St. Lovis 3, Mo. 
SAMPLE ROOMS: Los Angeles » New York 


“While in Town See Weil” 





Los Angeles Market to Stress Early Buying for Easter 


LOS ANGELES — “Be wise and 
now!” Selling this thought to 
buyers is the primary 

the November 16-19 
Market Week in 
cording to George 
Cejka, western 
representative 
for Weber Shoe 
Company and 
chairman of the 
shoe show. 

Mr. Cejka said 
there will be all- 
out emphasis on 
the fact that 
Easter next year 
will be on March 
29, the earliest 
drive will urge 
their orders at the market 
look at the merchandise wait 
until later for purchasing. This 
will enable them to be sure of pre- 
Easter deliveries, he 

When the merchants come in 
register they will 
Western Airlines 
will style shows 
two on Sunday and two on Monday. 


buy 
function of 
Spring Shoe 
Angeles, ac- 


Los 


4: 


GEORGE CEJKA 


1951. The 
buyers to put in 
not just 


since 


and 


said. 

to 
greeted by 
hostesses. There 
featured, 


be 


be four 


These will be emceed by Mi 
Marion Guntrup. <A 
this the 


giving the buyers an opportunity to 


new feature 


year, shows are aimed at 
number of lines displayed at 
one time. It is felt 
them to make comparisons of sales 
for their 

newscaster 


see a 


this will enable 


appeal particular 

Local Jack Li 
will be guest speaker at the official 
luncheon at the Hotel lexandria 
Monday, November 17. He 
speak on his recent extensive 
the 


areas. 


itham 


on will 
tour 
of Russia and Iron Curtain 
countries. 
The final 
at the 
Hollywood nig 
Site of the 
the Alexandria 
Hotel. 


well 


evening will be 
famous Moulin 
rhtclub. 


as usual will 


spent 


Rouge, a 


show 
Hotel 
Registrations 


Biltmore 
that 


dis 


and 
indicate 
over 600 lines will be 
gratifying in 
market, 
the 
the 
ASsso- 


one of 


This is a 
the 


started 


played. 


crease for 14-year-old 


which with 25 lines at 
first 
West 


ciates, it 


showing. Sponsored by 


Coast Shoe Travelers’ 


has now become 


the largest markets in the U. S. 


= 





PPSSA Is Only Show for 55% of Attendance: Survey 


NEW YORK—Officials of the Pop- 
ular Price Shoe Show say a survey 
of 3300 buyers and retailers at last 
May’s showing revealed that 55 per 
cent attend no other shoe show. 

Details of the survey, issued re- 
cently in a special report to PPSSA 
officials, pointed up several factors 
in the “exclusive attendance” rating: 
“practical, close-to-season timing” of 
the large selection of both 
branded and unbranded lines; con- 
centration in the popular-price range, 
holding primary interest for most 


, 


shows: 


SPORT KING and SPORT QUEEN 


ICE SKATES 


with 
genuine Canadian blades 


A complete quality-built 
in-stock line for men, 

women, boys and girls. 

All made on new technically 
designed lasts for correct fit 
and comfort. Unmatched values. 


MEN'S HOCKEY SKATE, +1120 

Black cowhide uppers. Wine box toe and 
trim. Sizes 5-13. Your cost $7.30. 

BOYS’ HOCKEY SKATE, +1100 

Black cowhide uppers. Wine box toe and 
trim. Sizes 12-5. Your cost $6.25. 
MEN'S FIGURE SKATE, +1240 
Black elk uppers. Sizes 4-13 
$8.50. 

BOYS’ FIGURE SKATE, +1210 
Black cowhide uppers Sizes 
cost $6.25. 


Your cost 


12-5 Your 


Net F.O.B. Boston « Athletic Footwear Division 
BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 


Manufacturers « 


retailers and buyers, and “the many 
valuable services, informational and 
fashion, made available by PPSSA 
to help clarify retail planning.” 

Another factor, the survey report- 
edly showed, was the “assurance 
that styles and lines exhibited at 
PPSSA are ‘conclusive’ and not ‘ex- 
perimental,’ because style trends 
are firmly crystallized by the 
PPSSA dates.” 

Edward Atkins, executive vice- 
president of the National Associa- 
tion of Shoe Chain Stores and co- 


FOR SMALL ORDERS 


LADIES’ FIGURE SKATE, +1215 
White cowhide uppers. Sizes 4-10 
cost $7.30. 


Your 


LADIES’ FIGURE SKATE, +1220 
White elk uppers. Sizes 4-10. Your cost 
$8.50. 


GIRLS' FIGURE SKATE, +1200 
White cowhide uppers. Sizes 
cost $6.25. 


12-5. Your 





Distributors 


manager of the PPSSA, said the 
survey figures indicated ‘a definite 
trend among volume and non-volume 
shoe retailers and buyers to the one- 
shoe-show principle. With merchants 
increasingly burdened by cost and 
time pressures, they are less able 
and willing to ‘make the rounds’ of 
several shows.” 

The next PPSSA will be held No- 
vember 30 to December 4 with ex- 
hibits concentrated in the New York 
Trade Show Building and Hotels 
New Yorker and Sheraton-McAlpin. 

A growing number of applicants 
for exhibit space have been specify- 
ing a preference for the Trade Show 
Building, PPSSA officials disclosed. 

Maxwell Field, executive vice-pres- 
ident of the New England Shoe and 
Leather Association and a co-mana- 
ger of the PPSSA, is in charge of 
exhibit space reservations. 


Shift Seen in Pattern 
Of Seasonal Buying 


NEW YORK—A changing pat- 
tern of seasonal buying by volume 
shoe retailers is casting open-to- 
buy and “hot item” purchasing in 
a position of near-dominance in 
buying programs, according to offi- 
cials of the Popular Price Shoe 
Show of America. 

In contrast to the past, today’s 
retail shoe buying program has 
three parts, they say: 

® The regular or initial purchase 
of new seasonal lines—the substan- 
tial basic buy to open the season. 

© Open-to-buy, which, PPSSA 
leaders say, now comprises a sub- 
stantial portion (30 to 50 per cent) 
of the average retailer’s budget— 
and consists of a ‘ reserve 
of buying for the new sea- 


‘second 
wave” 
son. 

e “Hot item” buying, or “spot” 
buying. Most recent addition to the 
retailer’s buying program, this con- 
sists of special-item purchases, 
from advance-of-season to mid-sea- 
son. These are quick-turnover, 
quick-profit items. 

PPSSA officials note the “very 
strong trend toward closer-to-sea- 
son buying, largely the result of 
faster-changing footwear fashion 
trends which require buyers to be 
more certain of their selections.” 

Analysis of buying at recent Pop- 
ular Price Shows, they say, offers 
evidence of the new buying trend. 


Boot and Shoe Recorder 





Brown, maple, red, black. 
Sizes 4 to 10, 

AAAA to C. 

Retail about 

9.95 


Red, brown, blue, black, 
white. Sizes 4 to 10, 
AAAA to D. 

Retail about 


British Classics, Inc. 


146 DUANE STREET, NEW YORK 13, N. Y. 


Young Steve Rohner (front) won grand 
prize, a pony, at spectacular “Edwards 
Shoe Roundup" staged by Edwards 
Shoes, Inc., Philadelphia children's foot- 
wear manufacturer, at Philadelphia 
Arena. Company spokesman said an 
estimated 10,000 children and parents 
attended. Purchase of a pair of shoes 
plus additional 20 cents entitled child 
to a ticket. With the winner are John 
McPhee, left, Edwards vice-president, 
and Sally Starr and Chief Halftown, TV 
performers who headed program of 
children's acts. 
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One of America’s Finest Resources for 


* SAMPLES 
* JOB LOTS 
* CANCELLATIONS 


Branded Shoes 


from outstanding makers. 


IDEAL FOR 
Cancellation Stores 
Drive Ins 

Bargain sonneanpen 


79-81 READE STREET 
Cable Address 


- first quality 


LATION: SHOES®: 


Sew Veen 7. RR Y 


ALBARISHOE + Phone WOrth 2-5180 








‘Retailer of Vou ar’ to Be Name ~d at Mountain States Show 


DENVER—Three retailers have 
been chosen finalists by the Moun- 
tain States Shoe Travelers’ Associa- 
tion the honor of “Shoe 
tailer of the Year” of that area. 
winner will be elected by 
votes of the directors and announced 
at the luncheon opening the Denver 
Spring Shoe Show, Sunday, Novem- 
ber 23. 

The luncheon is being given by 
the travelers for all from 
approximately 10 western and south- 
western states attending the show, 
scheduled for November 23-26. 

The award is based on the 
er’s success in the shoe business, 
advertising and merchandising prin- 
ciples, window displays, 
the traveling men, character in gen- 
eral and his service to his commu- 
nity. The winner will get a large 
plaque to retain for one year either 
as a window or store display, or to 
place on public the Al- 
bany Hotel here. 

In addition, the winning retailer 
will black 
desk set bearing a statue of a shoe 
salesman and engraved with the ci- 


Re- 
The 


sealed 


for 


retailers 


retail- 
his 


courtesy to 


display in 


receive a onyx two-pen 


Year.” 


retailer 


tation, “Shoe Retailer of the 
A blown-up the 
will also be on display on each floor 
of the Albany Hotel during the 
show. 
The 
and salesmen to date 
ported for the show by 
lips, The 
opened by the traveling men with an 


photo of 


lines 
has been re- 
Frank Phil- 
will be 


largest registration of 


president. show 


association meeting and election of 
officers on Saturday, November 22, 
at 4 p.m. 
Entertainment 
planned for the retailers 
the show, including a Monday morn- 
ing breakfast and Mon- 


night. 


features are 


attendiny 
a dance on 


day Prizes are planned. 


Self-Service in Fort Wayne 
FORT WAYNE, IND. H il] 
Brothers Self-Service Shoe Stores 
Inc., operates 14 outlets in 
the added 
this former site of a 
chain More than 10,000 
4500 
Store 


which 
Midwest, 
city 


has another in 
the 


supermarket. 


on 


on open display in 
The 
is open seven days a week. 


pairs are 
square feet of selling area. 





Shoes Cheaper for Chubby 
Customers at Idaho Store 
MALAD CITY, IDA.—The Davis 
Shoe Shop here had hundreds of 
weighing them- 
selves to save money on a special 


area shoe buyers 

and men’s shoe sale. 

limited time, the store in- 
large and offered 

customers a chance 


boys’ 

For a 
stalled a 
and 
to earn a one-cent discount on any 
pair of shoes in the store for each 
pound they weighed. 

If a boy weighed 80 pounds, he 
80-cent discount 
a pair of if a man weighed 
200 pounds, $2 taken off the 
regular price of his purchase. 

Officials of the store said the pro- 
lot of good 
and lots of extra sales, 


scale 


men boy 


was given an on 
shoes ; 


Was 


motion “generated a 


fun, too.” 


Cleveland Florsheim Moves 
CLEVELAND, O.—The Florsheim 
Shop, which for 17 years had 
landmark at 707 Euclid 
Ave. here, has moved two doors to 
711, where an ultra-modern store 
gives the firm twice as much space. 
Maurice Marshall is manager. 


Shoe 


been a 


e What's New 


New Thermal Boot Offered 

With Fiberglas Insulation 
CHICAGO—A new thermal boot 

with Fiberglas insulation that is 

said to give full 

protection in the 

weather, 

is being mar- 

keted by the U. S. 

Stagalite Com- 

pany here. 
Inner 

coverings 

are in British 

on . U. S. Stagalite's 

Tan of a_ spe- thermal boot 

cially formulated vinyl! plastic. Ac- 

cording to the company, it will not 

crack to 20-below temperatures. A 

corrugated sole is intended to pre- 


coldest 


and 
outer 


vent slippage and increase the life 
of the boot. 

The eight-ounce boot, with a zip- 
in the back, is produced in one 
size for men, the “Zero-King,” fit- 
ting up to size 14, and a single size 
for women, the “Zero-Queen,”’ fit- 
ting up to size 9. The boots retail 
at $4.95. 


per 


Dry Cleaner for Suede 

NEW YORK—A new dry suede 
cleaner has been introduced here 
recently. Imported from England 
by Mrs. Terry Iles, it has been sell- 
ing there at the rate of 100,000 a 
week for the past six months. “The 
Iles Persuede” consists of a colored 
stick applied directly to the suede 
article. It removes dirt and shine 
and brings up the nap, at the same 
time restoring the color. The cleaner 
is arranged in a kit in three rows, 
each row containing the eight col- 
ors in which it is made. It is being 
demonstrated and sold by Mrs. Iles 
at her New York office, 47 West 34th 
st. 


Long-Wearing Lightweight 
Soling Offered by Goodrich 
AKRON, O. — B. F. Goodrich 
Industrial Products Company has 
announced development of what it 
calls the first lightweight shoe soling 
that will outwear any other soling. 
“Extralite,” the soling is 
combination of high- 
rubbers. These 
resistance to 


” 


Called 
made of a 
grade, man-made 
give “above-average 
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Tak iictole Mee) a @) | ot. 


Suggest 


pair of shoes for men, women, children 


Write for free 


So-lLo MARX RUBBER CO., 


atalog 


Loveland 18, Ohio 
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MANUFACTURERS 





with every 








SPRING SHOE FAIR 


Columbus, Ohio—Nov. 9, 10, 11, 1958 
DESHLER-HILTON HOTEL 


OHIO SHOE TRAVELERS CLUB 











Series No. 320 

Sizes 5-8, 9-12 

13-3. Brown, 

White, Red, Beige 
Now! Also in growing 
Girls’ Sizes: 4-7 


74 


a 


The ORIGINAL cushioned INSOLE sandals. Elk finish 
cowhide uppers. Chrome soles. Adjustable vamp. 

», Young sun worshippers love Sun-San’s barefoot feel. 
Mothers like the fit, the LONGER wear. Order now. 
Playtime favorites, fast sellers! Sun-Sans 
with scientific design 


KIDDIE , OOM 


HOY SHOE CO. 


PROMOTION “HIT” 


Suun- Glo 


with Hoy-way — sole. Priced 
for volume sales! 


Series “eg ~ 


Sizes 5-8, 9-12, 
Brown, White, ‘hed. 


1128 LOCUST ST., ST. LOUIS 1, MO. 
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abrasion, scuffing and cracking” and 
make the product flexible and water- 
proof, according to Fred A. Lang, 
general manager of the shoe prod- 
ucts division. 

Extralite can 
color, he added. 

According to Mr. Lang, compara- 
tive laboratory tests on the Na- 
tional Bureau of Standards abrasion 
index showed the soling outwearing 
most leathers by ‘a considerable 
margin.” 

Shoe manufacturers, the general 
manager said, will find the new sol- 
ing easier to work with than other 
materials used for shoe bottoms. 
“Its bonding strength assures strong 
cement bonds for cemented shoes 
while the smooth, almost glass-like, 
cut edge eliminates edge finishing 
encountered in cellular 


” 


be made in every 


problems 
types of firm soling. 

The material, which the company 
said is non-marking, is available in 
both molded and slab form in any 
thickness. 


Gray and Natural Shades 
Added to Ripple Sole Line 


NASHUA, N. H. 
colors, gray and natural, have been 
added to the Ripple Sole line, it was 
announced by Stanley W. Bennett, 


Two new 


general sales manager of Beebe 
Rubber Company here. 

Formerly the soles were available 
for volume use in red, brown, 
black and white only. Mr. Bennett 
said the new lighter, neutral-tone 
soles “‘will open a whole new outlook 


in styling opportunity.” 





Slippers from New Fabric 


Machine-washable ladies’ slippers are 
made by Little Falls (N. Y.) Felt Shoe 
Company of a new fabric, Feutron, de- 
veloped for the footwear trade by 
American Felt Company, Glenville, Conn. 
Moccasins are made in women's and 
misses’ sizes; scuffs in women's only. 
Described as blanket-soft, the slippers 
are called color-fast, shrink-proof and 
water-absorbent. 
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Nylon-Flocked Counter, Heel 
Lining Combined in One Piece 
CAMBRIDGE, MASS. - 


ment of new color-flocked Celastic, 


Develop- 


combining a resilient, nylon-flocked 
counter and heel lining in one ma- 
terial, was announced by Celastic 
Corporation, a division of Wasco 
Products, Inc., here. 

The new material, claimed to be 
superior in many ways to conven- 
tional counters, results from more 
than two years’ developemnt, the 
company said. 


EXPLORES 





AT THE NATIONAL SHOE FAIR ®@ 





many months now and it won't be 

long before they'll ‘‘blast off’’ with new 
lines for the entire family that 

make PEEK*A*BOOT an even better 
buy for you...and your customers! 


Elimination of separate heel lin- 
ings is said to be assured by the 
product. “In the finished shoe, the 
counter demonstrates virtually com- 
piete resistance to cracking under 
impact, and returns to the shape of 
the shoe after being crushed,” the 
company stated. 

The new counter, said a spokes- 
man, enables shoes of any type or 
style to retain their top line and 
heel-seat shape regardless of hand- 
ling or wear. The heavy nylon color 
flocking adds heel comfort and long 
wear. 


PEEK-A-BOOT. 


‘ + 
. 
‘ > Ss 
vst 
‘ t ‘ 
*: 
. 


Bop Tatch, PEEK*A* BOOT Sales 
Manager, was not at all earth-bound 

in his search for product development. 
He’s had our designers ‘‘in orbit’’ for 


PEEK «A+ BOOT, INC, 


1600 So. Flower Street 
Los Angeles 15, California 


PALMER HOUSE, Exhibition Hall, Booth 15 


WAREHOUSES: 136 TICHENOR STREET, NEWARK, N. J. © 2400 SOUTH ASHLAND AVENUE, CHICAGO, ILLINOIS 
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Shopping Center Units Open 

NEW YORK—New shopping cen- 
ter units have been ppened by the 
Thom McAn chain at Santa Ana, 
Calif., and Kansas City, Mo. Donald 
Porter has been named manager of 
the Kansas City store, the fifth for 
the company in that city. It is in the 
Blue Ridge Shopping Center. The 
Ana unit, in Metcalf Plaza 
Shopping Center, is the company’s 
19th in California. 


Santa 


Fashion Forecast Booklet 
Offered by St. Louis Group 

ST. LOUIS—“Spring-Summer ’59 
aus Seen by the Shoe Fashion Board 
of St. Louis,” a special booklet dis- 
tributed at the National Shoe Fair, 
is available by mail to any retailers 
or manufacturers who need copies. 
Miss Jaclyn Meyer, chairman of 
the board, suggest that requests be 
made directly to the board’s office, 
504 Shell Building, St. Louis 3. 

The trend and forecast booklet 
this includes an expanded 
children’s and teenagers’ section, 
reflecting the increased market in 
these categories, 


year 


e Financial 


September Shoe Chain Sales 
Up 10%; 9-Mo. Total Rises 5% 

NEW YORK — Composite dollar 
volume of five leading shoe chains 
for September was 10.1 per cent 
higher than in the same month of 
1957. Sales totaled $40,923,000 as 
compared with $37,164,000 previ- 
ously. 

For the first nine months of this 
year, the _ five chains’ volume 
amounted to $288,996,000—5.2 per 
cent more than the $274,604,000 for 
the corresponding period of ’57. 

All the chains reported sales in- 
creases for September ’58 over the 
comparable month. Edison Broth- 
ers led with an 18.6 per cent gain. 
Other increases were: Kinney, 14.8 
per cent; National, 9.5 per cent; 
Melville, 7.9 per cent, and Shoe Cor- 
poration, 0.49 per cent. 

Again for the nine-month tabula- 
tion, all five chains gained, as fol- 
lows: Kinney, 12.2 per cent; Edison, 
7.9 per cent; National, 2.5 per cent; 
Melville, 3.8 per cent, and Shoe Cor- 
poration, 0.15 per cent. 





AMERICAS 


most attractive 


COMFORT SHOES 


Careot Frade 


Steady sellers, positive repeaters. And an 
ever- widening market as new youthful styles 
and patterns appeal to young marrieds and 


young mothers 
Liberal mark-up—never a markdown! 


PLATTOE LAST 
3917—The LOVEL Tie 


Six-Month Income Declines 
For United Shoe Machinery 


BOSTON — Net income of the 
United Shoe Machinery Corpora- 
tion for the six months ended Au- 
gust 31 declined to $3,928,479 as 
compared with $5,036,957 in the 
comparable period last year. Earn- 
ings were equal to $1.63 a common 
share, against $2.10 a share for the 
six months of 1957. 

Volume dropped to $40,476,936 
from $44,207,890 for the 1957 pe- 
riod. 

According to the company, gains 
from the sale of shoe machines out- 
standing under lease equaled 56 
cents per common share for the six- 
month period of 1958, compared 
with 75 cents the year before. 


Borg Corp. Income Drops 
DELAVAN, WIS. — The George 
W. Borg Corporation, whose prod- 
ucts include deep pile fabrics used 
in boot linings and trim, has re- 
ported reduced income for the fis- 
cal year ended June 30. The com- 
annual report, issued re- 
said income after taxes 


pany’s 
cently, 











14/8 Suede Covered Heel 


Black suede 


Leather stripping trim 


Six-eyelet tie 


Long inside counter 


SIZES IN STOCK 


AAAAA 7 


to I 


AAAA 6'/2 to 11 


AAA 6 
AAS 


to II 
to Il 
Vy to VN 
to Il 
to II 
to 10 


A4 
B4 
C4 
D4 
E4/, to 9 


Every Customer is a Prospect, because 


EVERY CUSTOMER WILL LIKE 


THE COMFORT OF 


Sts 


SPUN FOAM 
INSOLES 


Here's easiest-to-sell item 
in your store .... because your 
customers like the feeling of 
sureness and comfort they get 
from Scott's Spun Foam Insoles 
You'll like the fine margin of 
profit in this item, too. An 
attractive counter display is 
available with orders of three 
dozen or more. Available in all 
men’s and ladies’ sizes. Order 
by Stock No. 702 

$4.50 Doz. Prs. $51.30 Gross Prs. 
Also available in a Chlorophyll 
Impregnated Insole Stock No. 
701 

$5.20 Doz. Prs. $59.30 Gross Prs. 
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MILLER SHOE COMPANY, Inc. 


“Our 37th Year” Founded by Albert E. Klinkicht 
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amounted to $1,437,649, or $4.17 per 
share, compared with $1,650,337, or 
$4.78 per share, for the previous 
year. 

B. C. Booth, president, and George 
W. Borg, board chairman, told 
stockholders the decrease ‘“‘was due 
principally to decreased business 
volume during a period of general 
slowdown in business activity.” 


Wolverine Pays Dividend 

ROCKFORD, MICH.—The Wol- 
verine Shoe and Tanning Corpora- 
tion declared a dividend of 25 
cents per share, payable October 15 
to stockholders of record October 
10. 


Melville Announces Dividend 

NEW YORK—Directors of Mel- 
ville Shoe Corporation have de- 
clared a quarterly dividend of 3214 
cents a share on the common stock, 
payable November 1 to stockholders 
of record October 17. 


¢ Obituaries 


Albert Friedman, Chairman 
Of Board for Midwest Group 


CHICAGO—Albert L. Friedman, 
chairman of the board of directors 
of Midwest Shoe Travelers’ Asso- 
ciation, died suddenly October 9 of 
a heart attack. 

He represented Buskens, Inc., in 
the Chicago area. He was also a di- 
rector of the National Shoe Travel- 
ers’ Association. Following funeral 
services in Chicago, burial was in 
California. 


Henry D. Raff 

CHICAGO—Henry D. Raff, 88, a 
retired shoe merchant, died last 
month. From 1911 to 1948 he and 
his late wife, Flora, had operated the 
United Shoe Stores here. Earlier, 
for 14 years, he was the operator 
of Raff Shoe Jobbers in Chicago. 


Edward C. Sharp 
YOUNGSTOWN, O.—Edward C. 
Sharp, 59, who was associated with 
Lustig’s, shoe retailer here, for the 
last two years and_ previously 
owned the Sharp Shoe Store in East 
Liverpool, O., for 29 years, died Oc- 
tober 8 after a heart attack. Be- 


sides his widow, Helen, he is sur- 
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vived by three sisters, Mrs. Thomas 
Bell, Mrs. Rose Eberley and Mrs. 
Mary Ford, and a brother, Robert. 


Wesley M. Emery 

ALBANY, N. Y.—Wesley M. Em- 
ery, shoe retailer in Albany for 
many years until his retirement, 
died at his home October 5 after a 
long illness. Mr. Emery, a graduate 
of Boston College, had been asso- 
ciated with his father in the shoe 
business before operating his own 
stores. His widow, a sister and a 
brother survive. 


Carl G. Fliegner, Consultant 
For Brown on West Coast 


LA JOLLA, CALIF. Carl G. 
Fliegner, 62, West Coast consultant 
for Brown Shoe Company, died here 
recently. Before moving to Cali- 
fornia four years ago, he had 
served general manager of 
Brown’s Air Step division for 18 


as 


years. 
Burial was in Cleveland, O., where 
Mr. Fliegner once was sales manager 
of the Miller United Shoe Company. 
Surviving are his wife, Elsie, and a 
daughter, Mrs. George Wilcox. 
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VIRGINIA SHOE COMPANY, 


nationally ’nown 


manufacturer 


the PLAY- 


of 


POISE line of cmuiidren’s shoes gives you new 
LOW prices on the entire line! This is done with 
absolutely no cutback in style or quality. The 
Spring line is out and there are 109 sizes in stock. 
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THE INDUSTRY’S FIRST 
MAJOR PRICE REDUCTION 
IN 6 YEARS! 

VIRGINIA SHOE STRIKES 

A BLOW AT RISING PRICES! 


NEW _ 
PRICE POLICY 





SEE THE LINE AT THE 
DALLAS, ATLANTA, BOSTON 
SHOWS 


LOOKING FOR A NEW PROFIT 
LINE? THEN WRITE 


VIRGINIA SHOE COMPANY, INC. 
FREDERICKSBURG, VIRGINIA 





‘Popular-Price’ Range 
Widening: McGrath 
CONTINUED FROM PAGE 69] 
Today, the report pointed out, all 
stores have a price “range’’—and the 
range continues to broaden. Be- 
hind the growing price-flexibility 
trend, the report noted, are several 
influential factors: 
® High postwar income, high and 
employment, consumer 
confidence in the economic future. 
This has created a new pattern and 
philosophy of spending. 


steady and 


consumer 


INDEPENDENT 
SHOE 
DEALERS... 


One result has been the tremendous 
rise in installment buying; another, 
a growing elasticity of prices the 
customer is willing to pay for de- 
sired products or services. 

© A rapidly rising standard of 
living. An outgrowth of this has 
been the long-term upgrading trend 
which has affected all merchandise. 
This has added to the flexibility and 
broadening of consumer price ranges. 

@ While price is important al- 
ways, it is no longer king. Desire 
for the product has assumed an al- 
most dominant influence in consumer 
buying. In the case of shoes, shop- 
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THE KEY TO FOOT-BALANCE ' 


IN STOCK 


No. 84 Brown Alpine 
No. 85 Black Alpine 


are using Alden’s Foot- 


Balance’ program to build a steady profitable 


repeat business. 


A new kind of solid foot 


comfort plus real eye appeal make for easy 


selling. May we tell you about the exclusive 


Alden Foot-Balance” program? 
Cc. H. ALDEN SHOE COMPANY 
Cathe : Boslmahers Sonos 184 


BROCKTON, MASSACHUSETTS 
ana tae hele se OCTANE AER tise telat: 


pers will frequently “go outside of 
their presumed price range” into 
another bracket, provided the style 
and type of shoe appeals. 

These influences, said the PPSSA 
report, are having some revolution- 
ary effects on shoe business, present 
and future, and on the whole concept 
of “popular price.” Some of these 
influences, as listed by PPSSA: 

© There are indications that the 
consumer is tending to become a 
more “transient” shoe customer who 
shops in a more varied range of shoe 
stores, for a wider range of foot- 
wear. 

® Consumer buying is being mo- 
tivated more by style, type and spe- 
cial-use values of footwear. Price, 
though always important, is a less 
overwhelming influence. This means 
that smart buying and alert mer- 
chandising by retailers—with inven- 
tories sensitive to wants and tastes 
—has become a much more potent 
factor in shoe business success. 

® Need-buying has_ been 
planted by desire-buying. At current 
incomes, lack basic 
needs in shoes. Thus all “‘extra’”’ pair- 
age (pairage above mere replace- 
ment needs, which today accounts 
for an estimated 50 per cent of all 
stems from desire-buy- 


sup- 


few consumers 


shoe sales) 
ing. 

® The upgrading movement in 
shoes is also having reverse applica- 
tions because of the consumer’s price- 
flexibility. While the $8.95 customer 
will buy a $12.95 shoe, the $20.95 
customer will as often spend $14.95. 

© A new concept of “competition”’ 
has been created in shoe business. 
Formerly customers tended to fall 
into specific and narrow shoe price 
Today virtually all 
sumers are prospects for a very wide 
range of prices — again provided 
there is strong enough appeal in the 
style and type of shoe. 

Mr. McGrath said the price-flexi- 
bility trend applies not only to shoes 
but to “all consumer products from 
homes to sporting goods.” 

“In shoes this movement is creat- 
ing a new version of ‘popular price’ 
—which, as a result of this trend, 
now embraces almost 100 per cent 
of footwear.” 

Mr. McGrath said there is evidence 
in the Popular Price Show, where 
he is co-chairman, that shoemen 
sense the trend. He cited ‘‘the in- 
creasing number of exhibitors with 
higher-priced lines and brands.” 


grooves. con- 
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James Legg Advises: 


Sell Own Product’s 
Edge Over Competitor 


ST. LOUIS—“It is not the sales- 
man’s job to sell product or price 
alone. His No. 1 job is to sell the 
difference between his product and 
that of his competitor.” 

James S. Legg, vice-president of 
Heydays Shoes, Inc., offered that ad- 
vice at the annual sales conven- 
tion of Step Master Shoes, Inc., 
Greenup, Ill. He stressed the im- 
portance of establishing one’s own 
product and its advantages. Noth- 
ing can replace “the superior prod- 
uct, properly presented, and intelli- 
gently merchandised,” he declared. 

“T think the salesman’s function 
today is greater and more important 
than ever before,” Mr. Legg said. 
“We need more and better salesmen 
who sell by way of better dealer as- 
sociation, and sales education of his 
prospect. He [the salesman] must 
cause the retailer to sell more before 
he can sell more.” 

Establish a program, Mr. Legg 
suggested, “not as a salesman but as 
a company, as a team. 

“Spend a day, a month, or a year 
in establishing this program. Spend 
two years, if needed, to get it right. 
But once that program is set up, 
make no exceptions to it—not for 
your customer, not for yourself, not 
even one exception. 

Mr. Legg told the Step Master or- 
ganization and its guests that there 
are four-year courses teaching 
“how to sell” that do not complete 
the task because conditions the 
fourth year different that 
what was learned about selling the 
first year is by then outmoded. 
“There will be new products, new 
trends, new type stores, new systems 
of selling, and the like. Don’t fight 
it—relax and enjoy it!” 

Heydays’ vice-president added, 
“When changes stop, growth stops, 
decay begins, whether one is 35 or 
85, and whether this is a man, or 
shoe factory or a system of distri- 
bution. Leadership will never be 
permanent. It must be earned every 
six months. No shoe is better than 
last season’s line; a factory no bet- 
ter than last season’s program; a 
salesman no better than his last sea- 
son’s results. When one must apolo- 
gize for his product, his company, 
or himself, there is no leadership.” 


are so 


November |, 1958 


Salesmen + Suppliers 





White Dress Fashioned from Kip Suede 


CHICAGO—A white suede leather 
formal believed to be the 
first of its kind made or shown in 
this country, was introduced here 
recently. 

The dress, made of cloud-white 
Delwan leather, was modeled with 
shoes to match, and a hat of simu- 
lated ostrich feathers was made of 
the same material. The scene was 
the 53rd annual meeting of the 
American Meat Institute. 

The dress was styled by Miss 
Miriam Lippincott, style advisor to 
Carson Pirie Scott & Company de- 
partment store. It is cut in the 
latest Paris fashion, with flowing 
15-inch fishtail back. It is back- 
strapless and _ form-fitting. 
Seams are outlined in pearls. The 
matching mandarin with 
three-quarter length has 
pearls and rhinestones on the neck 
and front. Both the dress and coat 
are lined in Burgundy red satin. 

The leather was tanned at the 
Sheboygan, Wis., tannery by Ar- 
mour Leather Company of Chicago. 
It came from small kipskins grown 
in the Midwest. The was 
made by Spak-Chicago, Inc., leather 
clothing stylists. The embroidering 
alone required 32 work-hours. 

The dress was the result of plans 
for a “Prestige-in-Leather” exhibit 
planned for the American Meat In- 
stitute convention by executives of 
Armour Leather, the institute and 
the Illinois Agricultural 
tion. The was to 
farmers some of the beautiful 


dress, 


less, 


coat 
sleeves 


dress 


Associa- 


purpose show 





New England Output in 1957 

Declined 2.5 Pet. from 756 
BOSTON New 

manufacturers turned out 


England shoe 
198.3 mil- 
lion pairs in 1957, a decline of 2.5 
per cent from the previous year. The 
New England Shoe and Leather As- 
sociation reported the figures after 
analyzing a revised nation-wide cal- 
culation by the Census Bureau. 

New England output equaled 
per cent of national production. In 
dollar value, shoe shipments from 
the region totaled $699.4 million, or 
32.9 per cent of the value of all shoes 
shipped in the U. S. 


299 
eke 


that can be done with 
leather—and to encourage them to 
preserve hides and skins so they 
can be used in this manner. 

The white dress 
attention that the 
it was asked to appear on a tele- 


things 


drew so much 


model wearing 
vision show, and was hostess for 
the reception preceding the annual 
banquet of the AMI. The dress was 
then put on display in the store by 
Carson Pirie Scott & Company. 


Dress of cloud-white Delwan leather, 

believed to be a first, is displayed by 

model. Shoes to match (below) were 

also shown at American Meat Institute 
session in Chicago. 
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Hamilton Official Optimistic on Anniversary 


LOUIS—“The fashion shoe 
business can move only one way— 
up.” 

C. D. P. Hamilton III, president 
of Hamilton Shoe Company, was 
speaking. “We 
believe the fu- 
ture for the fash- 
ion 


oy 


busi- 
better 
than it has been 
in many years,” 
“The 
young population 
is on the in- 
crease, with more 
women employed 
than in any time 
in our country’s 
history.” 

Mr. 
heads 


shoe 


ness. is 


he said. 


Hamilton 
the firm, 
which celebrated 
its 20th anniver- 
sary in Chicago 
at the National 
Shoe Fair. 

In post-depression 1938, Mr. Ham- 
ilton was a young man recently out 
of college. He had a “yen” to go 
into the shoe manufacturing busi- 
ness for himself. With him in this 
desire was Johnie Walsh, a young 
man who had started in the shoe 
business at a very early age and 
at the bottom, and was now ready 
to go it on his own. 

In December, 1938, the two young 
men founded Hamilton Shoe Com- 
pany. In the early months of opera- 
tion, it was a gala day when pro- 
duction reached 600 pairs. The 
young company’s first year’s pro- 
duction distributed through 
the large chain stores 
under the stores’ own brand names. 

About a year later, slip-lasted 
were made from company 
patents covering this construction. 
Today these are among some of the 
original patents on this popular 
For the slip-lasted shoes, 
the firm coined its own name, “Pen- 
combination of the first 
names of Penn Hamilton, Al Scheu 
and Johnie Walsh, and began the 
manufacture and distribution of 
under this brand 


was 


several of 


shoes 


process. 


aljo,” a 


casual shoes 


name. 


80 


Today the firm and its subsid- 
iaries make four fashion lines. 
Hamilton Shoe is considered one of 
the largest independent manufac- 
turers in the country, making more 


Displaying their brand names as Hamilton Shoe Company 

marks 20th birthday are, from left, Harry Bennigson, execu- 

tive vice-president; C.D.P. (Penn) Hamilton Ill, president, 
and Johnie Walsh, vice-president in charge of styling. 


than a million pairs annually. 
Through its subsidiary, Boyd-Jones 
Shoe Company, acquired in 1956, 
the firm makes Rice-O’Neill and 
Peacock shoes. 

With two factories and 150,000 
square feet of space, production of 
the company this year is running 
about 10 per cent ahead of last 
vear. Officers are C. D. P. Hamil- 
ton III, president; Mr. Walsh, vice- 
president in charge of styling; 
Harry Bennigson, executive vice- 
president; Everett Hamilton, secre- 
tary-treasurer, and B. V. Fister, 
vice-president in charge of produc- 
tion. C. D. P. Hamilton, Jr., is 
chairman of the board. 

The company 
nounced some changes 
in its selling organization. Under 
the new arrangements, most of the 
style shoe salesmen will carry Del- 
manette, Peacock and Rice-O’Neill 
shoes. Personne] Clyde 
Martin, James Jones and _ Pete 
Bland for the Middle West; Cody 
Roberts for the Southeast; Alanson 
E. Brown, Jr., for the Southwest; 
Vere Curtis for the West; and Joe 
Wallace for the East. 


has recently an- 


territorial 


include 


Fitzsimmons Sells 
Control of Heel Firm 


BELMONT, MASS.—Raymond F. 
Purtell, a former official of the J. 
F. McElwain Company, has bought 
control of the Fitz-On Heel Corpo- 
ration of Belmont, from the found- 
er, James F. Fitzsimmons. 

Mr. Fitzsimmons, of Winchester, 
Mass., will serve as chairman of the 
board. 

At a stockholders’ and directors’ 
meeting in Cambridge, Mass., the 
corporation was reorganized and 
the following officers in addition to 
Mr. Fitzsimmons, elected unani- 
mously: 

Raymond F. Purtell, president 
and treasurer; Salvatore Leto (pres- 
ident of Falcon Machine & Tool 
Company), vice-president; Felix 
Hecker (former director of labor 
for J. F. McElwain), assistant trea- 
surer and secretary; Lester R. Fal- 
lon (president of Thom McAn and 
vice-president and director of Mel- 
ville Shoe Corporation), director; 
William J. Barrett (president, 
Nashua Trust Company, Nashua, 
N. H.), director, and Joseph M. Ker- 
rigan, legal counsel and director. 

The company said extensive plans 
were formulated to further expand 
the sale of Fitz-On Heels in this 
country and abroad. 

Mr. Fitzsimmons, developer of 
the Fitz-On Heel and replaceable 
toplift, will remain active in the 
development of the product and 
management of the company, it was 
announced. 

Mr. Purtell, the new president, 
was with J. F. McElwain as gen- 
eral superintendent of the Man- 
chester factories and was in charge 
of labor relations. Previously he 
was vice-president, general super- 
intendent and director of the Han- 
over Shoe, Inc., Hanover, Pa. 


Union Decertified at Viner 

BANGOR, ME.—As the result of 
a recent election held by the Na- 
tional Labor Relations Board, the 
production workers at Viner Broth- 
ers, Inc., decertified the Boot and 
Shoe Workers’ Union. The election 
was at the request of the factory’s 
production workers and the decision 
to decertify the Union was carried 
by a majority of 2'% to 1, it was re- 
ported. 
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Holland-Racine, Kushins, Inc., Link Production, Sales 


HOLLAND, MICH.—Officials of 
Holland-Racine Shoes, Inc., here, 
and Kushins, Inc., of Santa Rosa, 
Calif., have announced signing of 
an agreement providing for corre- 
lated production and sales. The ac- 
tion becomes effective November 1. 

“While each company will con- 
tinue to operate as a separate en- 
tity, the agreement provides for 
correlation of the production of the 
two units and distribution of the 
combined output,” said L. J. Geu- 
der, vice-president of Holland-Ra- 
cine. 

According to executives of the 
two firms, the primary objective of 
the production-sales agreement is 
to concentrate on certain types of 
shoes at each production unit. The 
Santa Rosa unit will specialize in 
production of heavier footwear in 
work, service and sporting boot 
types while the Holland factory will 
concentrate on cushioned insole 
constructions in several categories 
and conventional men’s dress types. 

“By limiting the number of styles 
and constructions which will be 


processed, both factories hope to 
greatly improve production effi- 
ciency and delivery schedules,” 
said Mr. Geuder. 

Distribution of all branded shoes 
produced by both firms will be han- 
died west of the Mississippi by 
Santa Rosa Shoe Company, a Kush- 
ins affiliate, and east of the Mis- 
sissippi by the Holland sales or- 
ganization. Basic instock 
will be available for the respective 
sales areas from both points. 

Concurrent with the announce- 
ment, R. H. Peek, former western 
division manager of the Holland 
firm, announced his affiliation with 
the Texas Boot Company, Lebanon, 
Tenn., as western sales manager. 


service 


Trostel Cited on Centennial 

MILWAUKEE—A plaque honor- 
ing the Albert Trostel & Sons Com- 
pany its centennial was 
sented by the company union to 
Albert O. Trostel, Jr., president of 
the firm his grandfather founded. 
The presentation was made at the 
annual employee picnic. 


on pre- 


Virginia Shoe Co. Reverses 
Trend—Lowers Its Prices 

FREDERICKSBURG, VA.—In 
the wake of widespread price in- 
creases in the industry, the Vir- 
ginia Shoe Company has lowered 
prices from five cents to 70 cents 
on its entire Play-Poise line of 
children’s shoes. 

Abram Bean, president, empha- 
sized, “There will be no 
of quality or workmanship 
flected in the new price policy.” 

The price policy is being 
nounced to the trade with a promo- 
tional campaign carrying the 
theme, ‘‘The Price Is Right.” 

Prices were made public follow- 
ing a_ special 
which the company’s 
was shown to 10 salesmen who rep- 
resent Virginia Shoe throughout 
the U. S. Walter Bond, sales direc- 
tor, set the goal of 


sacrifice 


re- 


an- 


meeting at 
line 


sales 


spring 


a 30 per cent 
increase in volume. 
company 
the proposed 
has provided 
improved production 
veloped by Tom 
dent in charge of production. 


According to a 
spokesman, capacity for 
production increase 
for 
methods de 


been through 


Bean, vice-presi- 
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To All Shoe Travelers 


Recorper has recently inaugurated a new feature, 
the 
shoe travelers. 
important anniversaries, election to offices in other organiza- 
tions, civic activities, honors and recognition in your home 


We will also include changes of lines and representation. 
This is your page, so we will depend on you to keep a steady 
flow of news coming to us. 


Road.” 


It is a page devoted solely to 
This includes births, weddings, 


Please send all news items to: 


MRS. BERNICE S, DECKAR 
SALESMEN ON THE ROAD DEPT. 
BOOT AND SHOE RECORDER 
228 GREENWOOD BLVD. 
EVANSTON, ILLINOIS 
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ordering change, 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 


into effect with a minimum of delay. 
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my T . me: 
Iwo New Divisions 
Organized by Brown 
ST. LOUIS—Brown Shoe Com- 
pany has organized the Propr-Bilt 
division to sell the Propr-Bilt brand 


of and the Miss 
America brand for teenagers. 


children’s shoes 

In addition, “increasing demand 
for quality fashion shoes at thrift 
prices” led to the creation of 
the Smartaire division of Brown, 
reported L. J. Schaefer, vice-presi- 
dent in charge of sales. 

The new Smartaire line, pre- 
miered at the National Shoe Fair, 
is priced to retail from $4.99 to 
$5.99 for flats and sports, and $7.99 


to $8.99 for fashion dress. styles. 


has 


Responsibilities for styling as well 
us selling the brand have been as- 
signed to M. H. Stock. 
Named manager 
Propr-Bilt John 


Grose, 


of the 


R. 


general 

division was 
The company’s vice-president in 
charge of sales, said the Propr-Bilt 
line is priced to retail from $5.50 to 
$8.50, and the Miss America from 
$6.99 to $8.99. 


Juvenile Shoe Expanding, Will Manufacture New Line 


Cor- 
its 
an- 


LOUIS—Juvenile Shoe 
poration of America, through 
president, Gale Pate, has 
nounced a company expansion pro- 
gram entailing the manufacture 
and distribution of a completely 
new line of Lazy Bones shoes. 

In announcing the expansion, Mr. 
Pate said that a new line of shoes 
of cement and Littleway construc- 
tion in children’s and growing 
girls’ categories will be added and 
marketed under the name _ Lazy 
Bones. 

Work has been started on a new 
factory building in Aurora, Mo., 
with completion date set for March 
1, 1959. The new factory will be 
in addition to present operations 
at the Aurora and Sarcoxie plants. 
Plans call for the expenditure of 
$400,000 for building and equip- 
ment. The new plant will be located 
south of the company’s offices and 
warehouse, just west of Aurora. Of 
one-story block and brick construc- 
tion, the building will be 200 feet 

150 feet. 
There will be no glass in the east 


ST. 


by 


or west walls of the building, with 
the exception of the office area, but 
the north and south walls will be 
of glass construction for light, and 
all lighting inside the plant will 
be artificial. The new plant will 
have a capacity of 3000 pairs daily, 
and when operating at capacity it 
will employ 300 persons. 

Mr. Pate said the present com- 
pany program calls for full pro- 
duction in the new plant within 
two years, depending on the time 
it takes to hire and train new em- 
ployees. Mr. Pate emphasized that 
it is Juvenile’s policy to employ lo- 
cal help to the extent that it is 
available. 


Distributes Shoe Gift Units 

ST. LOUIS—M. A. Oberman & 
Sons, manufacturer-wholesaler and 
distributor of shoe store items, fix- 
tures and supplies, has acquired the 
and distribution rights to 
Miniature Shoe Gift Certificate 
Units from Campro Co., Inc., Can- 
ton, O. 
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Allied Show Leaders 
a, | e 
See ‘Fashion Ferment’ 

NEW YORK — A “fashion fer- 
ment” is underway as the shoe in- 
dustry moves into 1959, said officials 
of the Allied Shoe Products Show 
in a report on footwear trends. 

As evidence of a “major revolu- 
tion now taking place in all foot- 
wear styling,” they cited: the ac- 
ceptance of the “soft-light-flexible” 
family of men’s shoes; an “unpre- 
cedented blaze of color” in women’s 
footwear, and the now dominant po- 
sition of fashion in juvenile shoes. 

Such developments have “focused 
the industry’s attention on the al- 
lied shoe trades, which are creating 
and developing many of the innova- 
tions so essential to this significant 
styling movement,” said Ralph A. 
Parker, general chairman of the Al- 
lied Show. 

“There has probably never been a 
time when the industry’s shoe manu- 
facturers, stylists and buyers have 
worked so closely and intensely with 
creative allied trades. We’re now in 
a period of creative cloudburst.” 

Mr. Parker predicted, “A booming 
economy for 1959, with a_ peak- 
passing production and sales year 
of over 600 milion pairs, seems as- 
sured.” The present ‘fashion fer- 
ment,” he added, is indication that 
the industry plans to make fashion 
its ‘‘most powerful selling tool’ next 
year. 

Allied Show leaders noted 
trends in footwear fashions: 

© “In men’s the break- 
away from the conventional, heavy 
types so long dominant is now defi- 
nite. The soft-light-flexible family 
of men’s footwear has penetrated all 
lines and is giving men’s shoes a 
new and permanent direction. This 
has brought on new concepts in 
constructions, patterns, materials, 
lasts. The concept of seasonal foot- 
wear is at last gaining ground, 
along with the growth of casuals. 
As new styling stimulates the ‘sev- 
eral types’ theme, we see a new era 
ahead, begining now, which should 
raise per-capita consumption to its 
long-overdue levels. 

© “Tn women’s shoes, an unpre- 
cedented blaze of color will create 
fresh versions of footwear and co- 
ordinations. The peak season of the 
needle-toe trend, plus the entry of 


these 


shoes, 
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the long-square toe, will add their 
sales-stimulating impetus. The soft- 
light-flexible concept has strongly 
influenced women’s shoes, creating a 
new family of footwear. There is 
continuing expansion in distinct 
types of women’s footwear and 
with it expansion of consumption. 

e “In the juvenile field, fashion 
has now assumed a dominant posi- 
tion, has become the prime mover 
of extra-pairage. Closer approach to 
adult styling, but retaining distinc- 
tive young-people design, is giving 
a pronounced character to juvenile 
styling.” 


Allied Preducts Show Timed 
To Allow ‘Working Weekend’ 

NEW YORK—The next Allied 
Shoe Products Show will constitute 
“a long working weekend” for the 
several thousand shoe manufactur- 
ers, stylemen and buyers expected 
to attend. The show will open on a 
Saturday, February 14, and 
tinue through Tuesday, February 
17, at the New York Trade Show 
suilding. 

More than 200 firms will exhibit 
new products for the styling of 
fall, 1959, lines. According to Clar- 
ence R. Heyde, executive director 
of the show, the “working weekend 
idea” is an outgrowth of a poll of 
over 900 stylemen, buyers and man- 
ufacturers. The overwhelming ma- 
jority, he said, preferred a Satur- 
day opening. 


con- 





These Tested, Proven 


“EXTRAS” 


Put the SELL in... 


Absorbs walking shock 
Helps balance the weight 
Lengthens the stride 
Provides better traction 


Manufactured under license from 
RIPPLE SOLE CORPORATION by 
BEEBE RUBBER COMPANY 
Nashua, New Hampshire 

"TM — RIPPLE SOLE CORP 





Where 
to Buy 





JOBS 





For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands 


Lowest Prices 


Largest Stocks All Price Ranges 


oT i 
Hine eetmear 


MOSINGER -COHN 


1235 Washington, St. Lovis 3, Mo 








Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


8 A R | S THE NATION'S FINEST 


CANCELLATION SHOES 
79-81 READE ST., N. Y.7 + WO 2-5180 





MERCHANTS’ NEEDS 








FOOTSAVING 
EDUCATION 


of compelling interest 
effective nationally 


Write for sample 


McKEE ADVERTISING 
2701 Broadway, Lorain, Ohio 














BOX HANDLERS 





LONG ARM* 


The efficient box handler 
QUICKER, EASIER, SAFER 


REACH 


high shelves 
EASILY 


and you get the shoes 
quicker and easier 
than by any other 
method—that, | guar 
antee. Long Arms with 
24’, 36'', 48'' and 60 
handles $3.50; with 
72' handles $4.50 
Postpaid in USA. To save salesmen’'s time always 
have one convenient. Specify handle length and 
if for men's or women's boxes. Your jobber or 


CARL BEEMAN 


Cedar Heights Road Stamford, Conr 
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Personnel 





PAT STUBBLEFIELD 
Named Salesman 


WILLIAM GARVIN 
Hussco Promotion 


Elected... 


E. J. Thomas, as chairman of the 
board of directors of The Goodyear 
Tire and Rubber Company, Akron, 
©. He succeeds P. W. Litchfield, 
who becomes honorary board chair- 
man. Mr. Thomas continues 
chief executive officer, and Russell 
DeYoung him presi- 
dent. 


as 


succeeds as 


Also at Goodyear, P. E. H. Le- 
roy, executive vice-president, was 
elected vice-chairman of the board 
but continues as chief financial of- 
Sam DuPree, a 
becomes VP in charge of 
production, and Richard A. Jay, 
assistant to the president, replaces 
Mr. DuPree as coordinator of the 
company’s general managers. 


ficer. vice-presi- 


dent, 


Promoted... 


Garvin, to director of 
as part of a revised or- 
ganization structure for the 
Huskies line, produced by Hussco 
Shoe Company, Honesdale, Pa., and 
New York. He 
of the teenage line for two years. 
Now he will head integrated sales, 
advertising, promotion and public 


William 
nmiarketing, 


has directed sales 


JACK A. GORSUCH 
Accent Salesman 


Cc. A. BROUGHMAN 
Also with Accent 
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ROBERT D. BOSIC 
Represents Bass 


THOMAS J. FREEMAN 
Joins Leverenz 


relations operations in a long-range 
expansion program. 

Sidney Schneer, to display direc- 
tor for I. Miller, New York. He suc- 
ceeds H. McKim Glazebrook, whom 
he assisted for the last two years. 
He will direct the fabricating for 
windows and interiors of 15 I. Mil- 
ler outlets. 


Retiring... 

W. W. Freeman and W. B. (Jack) 
Doherty, from positions as_ sales- 
men for the Jarman Shoe Company, 
Nashville, Tenn., a division of Gen- 
eral Shoe Corporation. Mr. Doherty, 
who has represented the Jarman 
line in Texas, has 28 vears with 
General, and Mr. Freeman, who has 
covered Georgia and parts of South 


97 


Carolina, has 27 years’ service. 


Appointed... 

Pat Stubblefield, as sales repre- 
sentative for Dunn and McCarthy, 
Inc., Auburn, N. Y., women’s shoe 
manufacturer, in Louisiana, Ar- 
kansas, Oklahoma and the Texas 
Panhandle. Mr. Stubblefield, who 
lives in Oklahoma City, has been in 
the shoe business 25 years. 


NAT G. LEVY 
Joins Irving Drew 


CHARLES A. DOSTAL 
Sells Vitality Line 


GENE LE ROUX 
Joins Accent 


JOE CULBREATH 
Named by Heydays 


William Boone, sales repre- 
sentative for the Naturalizer divi- 
sion of Brown Shoe Company, St. 
Louis, traveling Alabama and Ten- 
nessee. 

Thomas J. Freeman, as a sales- 
man for Leverenz Shoe Company, 
Sheboygan, Wis., men’s shoe pro- 
ducer. He was most recently asso- 
ciated with the Cary Freeman Shoe 
Corporation, Lake Mills, Wis., chil- 
dren’s shoe manufacturer. 

Robert D. Bosic, as representa- 
tive of G. H. Bass & Company, Wil- 
ton, Me., manufacturer, in Wash- 
ington, Oregon and California. He 
lives in Riverside, Calif. Charles 
Deming, a senior member of the 
company’s sales staff who covered 
the West Coast for 24 years, will 
continue as sales and styling con- 
sultant. 

Joe Culbreath, as sales represen- 
tative of Heydays Shoes, Inc., St. 
Louis, replacing Len Preston in the 
southeastern territory. He _ for- 
merly merchandised a group of 
stores in the Southeast. 

Gene LeRoux, as sales represen- 
tutive for Accent division of Inter- 
national Shoe Company, St. Louis, 
in Washington, Oregon, Idaho, 

[CONTINUED ON PAGE 88] 


as 


JOHN E. DAVIS 


DICK WITTE 
To Brown Co. 


Named by Weil 


Boot and Shoe Recorder 





Classified and Want Ads 


SALESMEN WANTED SALESMEN WANTED SALESMEN WANTED 














HIGH FASHION FOOTWEAR SALESMEN ARKANSAS AND LOUISIANA 


‘ . Manufacturer's distributor of a most out- ; e ; 
St. Louis Manufacturer of Top Grade — vine of todas’ and children's <— Nationally Advertised Line of 
einccls : Po > ress, sports, casuals, flats, arches, etc. : ; 
Outstanding Line of Women’s High seeks services of men with proven records Branded Ladies Novelties has 
Fashion Novelties in $12.95 Field has and established following. Drawing account reat opportunity for eneraeti 
opening in Midwest, including the fol- will be given to those with good previous g ae .. J 
laws C. » Wise. Mi earning records. Will also accept straight man. Established territory, plenty 
swing States: isc., Minn., Lowa, commission men. Following territories open: f f : fs | 
Mo., Kan., Nebr., and the Dakotas. —— Washington, Virginia, Eastern room tor expansion. : -omplete 
‘ Fae : ore tate : ¥ 
Commission basis or advancement Western Pennsylvania, Ohio LINe. Popular Pri eC. Stock and 
against sales. Non-conflicting sideline Indiana, Illinois (exc. Chicago) make up service. Replies held con 
not objectionable. Replies held con- North and South Carolina fidential. Write or call: 
(dential Wisconsin, Minnesota 
dential. ; New York State (exc. New powr® City) Fred Bernatz, CH. 1-8955 
Reply to Box 324, BOOT & SHOE RECORDER a nage gegen ee Tober-Saifer Shoe Manufacturing Company 
1221 Locust Street, St. Louis, Missouri Chestnut & 56th Streets, Philadelphia 39, Pa. $%. Louis, Missouri 























EXPERIENCED CHILDREN’S SHOE 
SALESMAN FULL rIME. Attractive SALESMAN, Pennsylvania Manufacturer of 
posites: open for ambitions young man with High Grade Children’s Goodyear and Cement WANTED: AGGRESSIVE SALESMAN 
top shoe bow manufacturer Excellent draw Juvenile Shoes wants salesman with established FOR LIVE-WIRE Fast Selling Line of Men's 
Pravel expense. Must own car, willing to be non-competitive Lines as representative for and Children’s Popular Priced Shoes. In stock 
on road fo1 two to four weeks. Southeastern West Coast. Reply to Box 288, Boor anp SHOE May be carried with non-conflicting line. Draw 
territory available Write details regarding RECORDER, Chestnut & 56th Streets, Philadel ing account for man with proper qualifications 
CRPETIENCC,, ABC. TENCECHCE,. (eke Reply to Box phia 39, Penna. Furnish background. Territories open: Virginia, 
321, Boot anp SHoe RecorveER, Chestnut & West Virginia, Arkansas, Kentucky, Indiana, 
Soth Streets, Philadelphia 39, Penna. Ohio Reply to Box 327, Boor ANp SHOR 
Recorper, Chestnut & 6th Street Philadel 
SALESMEN WANTED, WITH EXPERI 
ENCE, who can produce, by Distributor of In 
Stock Line in $6.00 to $9.00 retailers. State 
background. Drawing account arrangec Avail 


SIDELINE SALESMEN WTD. able territories: Georgia, Illinois eager 
t Sox 


Michigan, Kansas, Minnesota Reply t 


26 He a Soe Recta. testo | PITTSBURGH AREA 


56th Streets, Philadelphia 39, Penna 














Senet gre _ ee - Well Known Shoe Manufacturer 
side line, for nationa istributor o WASTED SHOE SALESMAN: To carry . Ok 

men's popular price footwear. Enclose our lise of ladies’ and_ children’s loaters and of Popular Priced Ladies Fashion 
references, resume, and photograph. ee ee oe eee Footwear has opportunity for 
ready estabiisned: nots, isc’ nsin, Inne P 2 ‘ 
Several territories available. sota, Kentucky, Oklahoma. Non-contlicting lines perienced salesman in Pitt burgh 


permitted. Reply to Box 320, Boor anv SHor 
BRILLIANT BROTHERS CO. Recorver, Chestnut & 56th Streets, Philadel area. Complete stock service. 
190 Lincoln Street Boston 11, Massachusetts plia, 39. Penna Established following with big 
potential. Give complete detail: 
DUE TO RETIREMENT OF ONE Ol irs e eplies kept confi 
OUR KEY MEN now open for Live Wire first letter. Replies ker 
SMART LEATHER BOWS, SHOE ORNA Salesman, entire State of New Jersey Com dential. 
MENTS and FOOT SOX, Pocket size samples plete Line of Children’s Shoes, plus complete 
Manufacturer offers highest commission. Reply Men’s, Women’s and Children’s Slipper and Reply to Box 325, BOOT & SHOE RECORDER 
to Box 556, Boor aANp SHOE ReEcorDER, Chest Canvas, In-stock A. G. BEHN SHOE CO., 1221 Locust Street, St. Louis, Missour! 
nut & Soth Streets, Philadelphia 39, Penna. ' INC., Box 7, Kearny, N. J. 

















see aati ORDER BLANK 


UNDISPLAYED BOOT AND SHOE RECORDER 


Mini ine = $3.60 Chestnut & 56th Sts. 
nimum words). .$3. : , 

Box number, extra... .$2.40 Philadelphia 39, Pa. 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to Name (please print) 
publication date. Street , State 
NOTICE: 
Classified Advertising Enclosed is Check 0 
is payable in advance Please check if box No. is Wanted ["] Money Order (] 





Here is my want-ad:_ 
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Classified and Want Ads 








SIDELINE SALESMAN WTD. 








MANUFACTURER'S 
REPRESENTATIVES 


now calling on retail shoe trade in territories 
east of the Mississippi wanted to sell a com- 
plete line of work shoes, boots, and outdoor 
footwear. Company under new management 
offers fine opportunity for aggressive reps 
who want profitable supplement to present 
lines. Write; give territory, resume, refer- 
ences and name of lines now carried. Ad- 
dress replies to 
Noah Sherman 
BONE DRY SHOE CO., NEOSHO, MO. 














FOR SALE 


FOR SALI ONLY SHOE STORE IN 
ENTRAL NEBRASKA town. Annual volume 

on Monthly rent $80.00 Price Fixtures 
int plus imventory Owner retiring Reply 
B ; B AND Suoe ReEcorveER, Chest 


t & 56th Streets, Philadelphia 39, Penna 





MALL SHOE STORE 
verifice Weatherbird: 
1 Red Wing Work Shoe [ 
t FRED'S SHOE STORI 
Mexico, New York 


Main 


MACHINE Automatie 
F.O.B. THE BOOT 
Litchtield, Il 


ADRIAN X-RAY 
mer; like New 
RY No. State 


Street 





HELP WANTED 


WANTED 


am » 





RETAIL SHOE SATESMAN, 
Store HERZBERG’S, P. O. Box 


I imee, Florida 





MERCHANTS’ NEEDS 








Mats AND Ydous 


FOR YouR 


NEWSPAPER, ADVERTISING- 


—if you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and newspaper 
advertising. 

@ 


2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets of 
ads of shoe stores; you select 
the exact stores and cities you 
want to see or leave the selec- 
tion to our advertising staff. 


e 
VINCENT EDWARDS & CO. 


World’s largest advertising 
service organization 


342 Madison Ave. 
New York City 











The Livestock 
Outlook for 1959 
| CONTINUED 


FROM PAGE 66] 


move to market. As noted previ- 
ously, there is as yet little or no in- 
crease taking place in the breeding 
stock, and that, now, is an overrid- 
ing consideration. It not only limits 
the calf crop but also, if herds are 
to be increased, limits the slaughter 
ot cows and heifer calves. 

The slaughter outlook for 1959, 
therefore, would seem to be for a 
continued low level in the total kill; 
toe something very close to the 1958 
Within this relatively un- 
changed picture, however, there will 
be some changes in the make-up of 
the slaughter. The Department of 
Agriculture sums up the outlook in 
this fashion: “More will 
likely be available for slaughter in 
1959 than this year. Cow slaughter, 
however, will be little if any larger, 
and might be smaller. Heifer 
slaughter will be no larger, and is 
more likely to decrease.” 

These statements just about de- 
scribe the 1959 slaughter prospects 
except for calves. It is not likely 
that calf slaughter in 1959 will fall 
below the 1958 low level. Neither 
is it likely that there will be any 
increase. With a calf crop no 
larger than in 1958, withholding 
from market both for herd expan- 
sion and for feeding will certainly 
keep the calf slaughter at a mini- 
mum. 

In brief, the leather and shoe in- 
dustries have this to look forward 
to in 1959: Some moderate increase 
in steer slaughter, some slight de- 
cline in cow and heifer slaughter, 
and a practically unchanged vol- 
ume of calf slaughter. End 


volume. 


steers 


Retail Trade 
|CONTINUED FROM PAGE 53] 
open or closed back were selling well. 
Black, of course, is tops followed by 
brown, blue, red, green. Shoes for 
special costumes, the walking suit, 
for example, were successfully pro- 
moted. “Andrew Geller cues you for 
any role: the belted suiter on high 
or lower stiletto heels black, 

brown or navy calfskin.” 
Merchants are trying to maintain 





WANTED TO PURCHASE 


mi Mm 








TOP CASH PRICES | 


for close-outs and surplus stocks 
from retailers and manufacturers. 
Send samples. For quick action 
write, phone or wire collect. 


Established since 1930 — 
over 28 years of Fair Dealing. 


WESTERN SHOE JOBBERS 
1311 Washington Ave. 
St. Louis 3, Mo. phone: GA 1-4913 


SAMMMUUALANNANUIUASSUULANUUAUUAEAAUAUAUUOONALAALLULUEDGOOAONOOOEDALUAUAL LASALLE 


TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 








ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5§-9927 














CASH FOR SHOES 
Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 








CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


68 READE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 

















POSITION WANTED 


SHOE BUYER AND MERCHANDISER, 
fully experienced, Complete Family Shoe Oper 
Can handle Million dellar plus operation 
Reply to 323, Boot aNp 

Chestnut & 56th Streets, 
Penna. 





ation 
Discount type 

SHOE RECORDER 
Philadelphia 39, 


the fine edge of interest in the new 
shoes, as evidenced by customer pur- 
chases; and they have promoted their 
styles vigorously. 

There have been special promo- 
tions of one kind or another... for 
instance, Bonwit Teller’s “ostrich 
with a view... one simple, simply 
divine pump in fabulous Fleming- 
Joffe ostrich.” 

Men’s shoe business has been hold- 
ing its own. Men are continuing to 
buy the staple basic shoes with an 
eye to the weather ahead but, at the 
same time, they are eyeing the 
lighter weight patterns. End 


Boot and Shoe Recorder 





Wanted to Purchase 








FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND 6°” cuRPLUS SHOES 


OVERJOYED you surely will feel like kiss- CANCELLATIONS 
ing him. COMPLETE STORES 


Write or wire for fast ac 
quality men’s, 


PLEASE DON'T siiiits cae Uieliiivente aieaee. 
CAUSE AUNT JENNIE IS JEALOUS ‘Fine Footwear FOR OVER 43 YEARS 


UNCLE Louis Camitta & Son MOSINGER-COHN 


91 Reade St., N. Y. C. WOrth 2-5063 1235 Washington, St. Louis 3, Mo 

















CANCELLATIONS 
Nationally Known Brands for Men, 
Women and Children. Low Prices! 

Quality Shoes Since ‘32. 
While in Town See Weil. 


M. K. WEIL SHOE CO. 


1136 Washington Saint Louis 











WE PAY MORE /..,,, WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. . Ivanhoe 1|-9830 














B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 

Phone or wie LEASES ASSUMED S 
YOUR NAME PROTECTED #f 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 











Uda BAR'S BUYS for CASH ZV 


Quick decision on your offers of discontinued and 
8 A we i S$ surplus men's, women's and children's shoes. 
THE NATION'S FINEST Also complete stores considered 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. * New York 7,4. Y. © Tel: WOrth 2-5180 
EEE@EE@@EEEEE@EEEE@@@EEHE@EEECEEHMM@l 


for 

e closeouts 

e surplus 

e discontinued 
lines 

e complete stores 


BROITMAN- 
GAFFIN SHOES 


ine, © BE 3-7290 
146 DUANE ST., &. ¥.C. 


" COMPLETE STORES * 
‘WANTED: 


Confidential negotiations by 
{ rated . . . experienced retailers 3 


. ARRONSON BROS. & BAYROFF a, 


100 Chambers St., N.Y.C. RE 2-4170-4171 g 
mBmHeHeHe ee & & 











TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. UNion 3-6413 


Phone or Wire Collect 








WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6. Pa. 
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German Shoe Official 
Studies Industry Here 


NEW YORK — Albert Hausch- 
marketing director of Sala- 
mander A. G., No. 1 German shoe 
manufacturer, arrived in the United 
States last month for a fact-finding 
tour. On his itin- 
erary were Ports- 
mouth, O., St. 
Louis, Chicago 
and Milwaukee. 

A company 
spokesman 
the visit ‘“con- 
tinues an old- 
time tradition of 
the company 
aimed at acquir- 
the most 
production 


witz, 


said 


‘ 


ing ALBERT HAUSCHWITZ 


modern and _ distribu- 
tion techniques in a free exchange 
of experiences on an international 
level.” 

Mr. Hauschwitz holds a _ tight 
rein over a giant retailing job: sell- 
ing 10 million pairs of shoes 
through a network of 1520 retail 
outlets. 

Established in 1891 as a partner- 
ship of Jakob Sigle and Max Levi, 
Salamander A.G. took its present 
corporate name in 1930. 

Most of the shoe manufacturing 
operations center at the giant Korn- 
westheim plants, turning out 42,000 
pairs of shoes a day. 


Director Hauschwitz’ operation 


embraces 70 direct retail outlets 
(15 of them in West Berlin), and 
a network of over 1450 licensed 
dealers throughout West Germany. 


Levy Reopens Canada Agency 


TORONTO, ONT. — Lester Levy, 
who formerly operated Lester Agen- 
cies here as Canada’s largest distrib- 
utor of slippers and footwear, has 
resumed the business in Toronto un- 
der the same name. 

Mr. Levy had been living in Pasa- 
dena, Calif., since leaving Canada. 
He said he now plans to add ‘a line 
or two” for American shoe manu- 
facturers seeking to distribute in 
Canada. 


Tanning Executive Leads 
Drive to Save Historic House 

BOSTON — Kivie Kaplan, trea- 
surer and general manager of Co- 
lonial Tanning Company, Inc., is 
co-chairman of a campaign to save 
the historic Smith House, home of 
the author of the hymn “America.” 
Initially the campaign will be con- 
ducted locally, but a spokesman for 
Mr. Kaplan said it may be extended 
into a statewide movement to make 
the home of Dr. Samual Francis 
Smith a national shrine. 

Mr. Kaplan gave impetus to the 
drive with a $1000 contribution. He 
said, however, that the campaign 
could succeed only “if many small 
pledges were obtained from a great 
many people.” 





Mutual’s Foot Flairs Brand Marks 10th Anniversary 


MARLBORO, MASS.—The Foot 
Flairs brand, founded in 1948 with 
a merchandising program con- 
cerned with each step from raw 
materials to the consumer, is cele- 
brating its 10th anniversary. 

The Mutual Shoe Company, which 
produces the brand, is marking the 
event by introducing a collection of 
new spring styles in the Continen- 
tal needle last, titled the “Fabulous 
Ten.” David Stein, president of 
Foot Flairs, said the company is 
backing these numbers with a heavy 
promotion program for retailers. 

The Foot Flairs brand was start- 
ed as a small offshoot of the Mu- 
firm. According to company 
officials, it has grown to a point 
where 1000 employees supply shoes 
for 1600 retail outlets in all the 
states and many foreign points. 


tual 


vs Br 


ISADORE STEIN 


DAVID STEIN 


Commenting on the company’s 
progress, Isadore Stein, founder of 
Mutual and chairman of the board, 
noted, “We had long felt there was 
a need for a popular-priced fashion 
shoe that could be presented to re- 
tailers with a planned total mer- 
chandising program.” The company 
calls the idea “Shoemanship.” 


Appointed... 


[CONTINUED FROM PAGE 84] 


Montana, Utah and the Dakotas. 
He will have headquarters in 
3eaverton, Ore., outside Portland. 

Charles A. Broughman, as sales 
representative for the Accent line 
in the Northeast area, with head- 
quarters in New York City. He suc- 
ceeds Nat Levy, who resigned. 

Jack A. Gorsuch, also as a sales 
representative for the Accent divi- 
sion of International, covering 
Ohio, Kentucky, Tennessee and part 
of Illinois. He will operate out of 
the St. Louis office. 

Charles Alan Dostal, as salesman 
for Vitality and Vitality Wander- 
lust lines of International Shoe 
Company. He will cover greater 
New York City and the northern 
New Jersey area, with headquar- 
ters in New /York’s Marbridge 
Building. Mr. Dostal, who formerly 
represented International’s Peters 
division in New York City, succeeds 
A. J. Kaletta, who has resigned. 

Nat G. Levy, as a salesman for 
The Irving Drew Corporation, Lan- 
caster, O., women’s shoe manufac- 
turer. He is associated with Nathan 
J. Levy in the eastern territory. 
Ben Hochfelder, also a representa- 
tive in that region, has broadened 
his activities in the metropolitan 
New York-New Jersey-Philadelphia 
areas, the company said. 

Ely Price, as a salesman for Man- 
nequin Shoes, Inc., division of 
General Shoe Corporation. He will 
cover Wisconsin, Illinois, Iowa and 
Minnesota. Also joining the sales 
force in an expansion program are 
Louis Leboe, in Maryland, Dela- 
ware, Virginia and West Virginia; 
Lou Koss, New England; Ed Gil- 
laspy, the Southeast, and Bill Col- 
lat, the West Coast. 

Dick Witte, as assistant 
manager of M. K. Weil Shoe Com- 
pany, St. Louis distributor, filling 
the post of the late Abe Eisner. Mr. 
Witte was formerly with a St. Louis 
men’s apparel store. 

John E. Davis, as chief indus- 
trial engineer for Brown Company, 
Berlin, N. H., producer of shoe in- 
nersoles and other products. 

Stanley Krell, as sales manager 
of the Florentina Shoe Company, 
Miami, Fla., whose line consists en- 
tirely of Italian imports, with both 
casuals and dress shoes included. 


sales 
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Index to Advertisers 


This Advertisers’ Index is published as a convenience and not as part of the advertising 
contract. Every care will be taken to index correctly. No allowance will be made for 
errors or failure to insert. 
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Acme Boot Company 

Alden, C. H., Shoe 

Altschul, Julius, Inc. 
Arronson Bros. & Bayroff.... 


B 


B. & R. Shoe Corp 

Baris Shoe Co. 

Beebe Rubber Company 

Berned: Su00 COs... 5 66 siesée eis 
Blue Bonnett Shoe Company. 14 
British Classics Ts 
Broitman-Gaffin Shoes, Inc.. 
Brooks, William, Shoe Co., 


Camitta, Louis, & 
Camitta Shoe Co. 
Carter, J. W., Company 
Colonial Tanning Co., Ine. 
3rd Cover 
Converse Rubber Company... 50 


D 


Dickerson, Walker T., Com- 
pany, The 
Douglas, W. 


E-Z Walk Corp. 89 
Eby Shoe Corp. 6 
Eddy Shoe Co. R6 
Edwards, Vincent, & Be cai OO 
Endicott Johnson Corporation 12 


G 
Gallun, A. F., & Sons Corp.. 15 
Gerberich-Payne Shoe Com- 
pany Back Cover 
Goodyear Tire & Rubber 
Company, The ff 


Haus of Krause 
Hempstead Shoe Co., Inc..... 
Hood Goodrich Rubber Com- 

any Front Cover 
Hoy Shoe Co. 
Hubschman, E., & Sons Inc. 

2nd Cover 

Hussco Shoe Co. 


I 


International Shoe Co. of St. 
Louis, Winthrop Shoe C 
Division 


Jarman Shoe Company 


K 
Kreider, A. S., & Son Co..... 


L 


Levor, G., & Co., Ine 
Long Arm 
Lucky Sales Co., Ine 


M 


McKee Advertising 

Miller Shoe Company, Inc... 
Mosinger-Cohn Shoe Co.....&88, 
Mrs. Day’s Ideal Baby Shoe 


Ohio Shoe Travelers Club.... 
P 


Peek-A-Boot, Inc. 
Playboy Magazine 28, 2 
Popular Price Shoe Show....8, 2 


Q 
Quinn & Delbert Boot Mfg. Co 


R 


Ripple Sole Corp. 


Sabin, B. 

Scott Foot Appliance Co..... 

Sieberling Rubber Company 
59, 6 

So-Lo Marx Rubber Co.....54, 

Stoff, M., & 


Tan-Art Co., 

Topps Shoe Store era 
MGUCS ANOS sic s5- <fvieleisens) selec OM 
Tyer Rubber Company 


U 
United Shoe Machinery Corp. 
Plirib 
Service Parts 


Vaisey-Bristol Shoe ( 
Virginia Shoe Company, 


W 


Weil, M. K., Shoe Company 
(1; 
Welleco Shoe Corporation.... 
Western Shoe Jobbers 
Winchell Shoe Mfg. Company 
Winthrop Shoe Co., Division 
of International Shoe Co. of 
St. Louis, Mo. 
Wolverine Shoe and Tanning 
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customers come 
back for “E-Z Walk”’ 
Sponge Work-Shu 


INSOLES © 


CASH IN on the : 

shoe market by off 

all the foot relief 

shoes with  field-te 
WORK-SHU Sponge INS 

The special orthopedic ae rt 
sweat acids to help keep feet 
allows air circulia f 
wrens duty constructed | for 
rugged abuse—absort 

fotic gue, helps prevent 

CQliuseé 

PERFORATED S 

covering and f 

to insulate agair 

tremes all year 

WASHABLE 

~— to ory 

Ind ver ag 

ing didhinn r stret 


Men's sizes 6 to 13. Sugg. retail— 5 9¢ pr. 


Packed individually YOUR COST—or ly $3.60 


in cellophane wrap. doz prs Order th 
year ‘round seller NOW 
| from 


E-Z WALK CORP. 


' 
a 104 West 17 St. New York Ii, N. Y. 
L) 


Attractive counter 
display available. 


143 
Gi. E> 
| 


ise 
Juvenile COWBOY * WELLINGTON 


CHUKKA * COMBAT + ENGINEER Boots 


OVER-99% OF ALL ORDERS 
ee on 
FROM FACTORY IN-STOCK 


Send for Catalog, Price List 


QUINN & DELBERT 


Boot Manufacturing Co. 
MARLBORO, MASS. 





Time for 
Your Heel Seat 
Laster’s 
1,000 Mile 
Check-up? 


You know your car runs better 
and lasts longer when you have it 
greased and the oil changed once 





a month. Yet you rarely spend 
more than two hours a day on 





the road. 








Your shoe machinery runs for 
about six hours a day three 





























times longer than your car. Do 
you give it as much care as you 








give your car? 


SERVICE 
PARTS 


Your United serviceman has the training 
. . . plus the experience needed to keep your 
machines at peak production. Let the United man 
give your shoe machinery the same care 
that you give your car. 


=< SHOE MACHINERY 


Boston, Massachusetts 
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To complimentNspring’s new look of 
feminine elegance ...a subtle new 
golden green patent leather with 
glowing metallic undertones 


OTHER METALLIC COLORS: #146 BLACK RASPBERRY « #886 GUNMETAL + #632 SUN COPPER + #11 GUNMETAL + #793 AMBER BRONZE 0) l | 1 


#638 


PATENT 
LEATHER 


a 
| 
(SF) couonia TANNING CO., INC., BOSTON 11, MASSACHUSETTS 





SELL ALL 3 


- 4% 1 YOUTHS 81-123 
gh BOYS 1-6 


BIG BOYS 6%-11 


The Boys’ Shoe Business Is Booming 
and These 3 Lines 


Are Getting The Call icy 


| amazing rise in population is concen- 
trated in the 5-17 year age group which wears 
Youths’ and Boys’ shoes. Experts say this concen- 
tration will be even greater in the next 5 years. 
Gerberich dealers are capitalizing on this spectac- 
ular growth because they have the strongest Style 
program and the broadest size schedule in Boys’ 
shoe field. 

The demand for better shoes and Gerberich’s 
national reputation for Quality round out their 
successful formula. 














...In Stock To Gerberich Dealers 


GERBERICH-PAYNE SHOE COMPANY ‘ive Finest Name In Boys’ Si 
MOUNT JOY =PENNSYLVANIA 


New York, Marbridge Bldg., Room 417 + Los Angeles, Alexandria Hotel, Room 805 ° 
Philadelphia, 12 S. 12th St., Room 914 © In Canada, J. Leckie & Co., Ltd. L. H. Packard and Canada West 





